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Prices on Holmes & Edwards Inlaid are lowest in 
50 years! The final urge a woman needs to buy now. MARRS 
Are you telling her about it? Does she know that ‘Sees oe 
these prices are not guaranteed against rise—that this 5 
is an opportunity for acquiring Holmes & Edwards 
Inlaid that comes once in a lifetime! 





Here's what you ve got to offer! 


Highest quality—Holmes & Edwards Inlaid, some- 
thing more than plate, sterling inlaid at the wear points. 


Beautiful and useful trays and chests, the finest boxes 
and containers in our history. 


Four live selling patterns—new, fresh merchandise 
—not close-outs, but open patterns she can add 
to later on, and prices that are the lowest in our 


long history. They are yours for the ask- 


ing . . . these small-space, 
high-power newspaper 
advertisements. Use them, 
they'll send the women in. 
Write right now for the mats. 


We'll be glad to send you 
a supply of these easel-back 
cards for your window. 
They are smartly printed. 
They are eye-compelling. 
They pack a powerful sales 


Up and coming merchants everywhere who have 
told their trade this story are reaping the benefits. 
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Attached to each set of HOLMES & EDWARDS INLAID 
is a replica of the inlaid tea spoon ““blenk.” This graphi- 
cally explains, as no words can, why the sterling silver 
embedded at the wear points of the most used pieces 
of HOLMES & EDWARDS INLAID truly makes this brand 
the one that’s different .. . “something more than plate.” 


message. 
The "Big Four” 
Holmes & Edwards ™ 
sales-proved i { [sy 
patterns— Charm, \ ; 
Pageant, Napoleon, The mark of the International Silver 
Century. Company — a guarantee of quality 





HOLMES & EDWARDS INLAID 


“*SOMETHING MORE THAN PLATE*’ 


International Silver Company, Holmes & Edwards Division, Meriden, Conn. 


CHICAGO ATLANTA NEW YORK ST. LOUIS SAN FRANCISCO 
Merchandise Mart 801 Hurt Bidg. 9-19 Maiden Lane Ambassador Bldg. 150 Post St. 
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MANUFACTURING JEWELERS 
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DIAMOND JEWELRY PRICED FOR 1932 

















Designed and Created in 
the Modern Manner and 
Priced at 1932 Levels— 
Davidson Brothers offer 
outstanding Values in Dia- 
mond Jewelry for the com- 
ing year. 









CLIPS 
BROOCHES 
WATCHES 


etc. 













We Are Pleased 


to Serve You on “Memorandum Calls” 
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SPEAKING OF THE JEWELRY TRADE 


dd I : 
am confident 
that we will ultimately emerge to a 
period of prosperity and happiness as 
great if not greater than any we have 
ever experienced,” says David Shi- 
man, president of the Jewelry Craft 





Association in a letter to its members 
sent out last month. 

“One way to do this is to put forth 
further efforts to acquire business; 
more thought, more energy, better 


merchandise and _ closer figuring. 
These efforts will do their share to- 
ward improving conditions. Watch 
your production. Do not allow it to 
overrun sales, as undoubtedly the first 
few months of 1932 will be a period 
of ‘hand to mouth’ purchasing.” 


444 


dd 

Lvs a fact now 
recognized all over the world that 
the American public buys the finest 
gems,” said Dr. George F. Kunz, 
the eminent gem expert and vice- 
president of Tiffany & Co. “One of 
the reasons for it,” he said, “is the 
well known fact that the American 
of wéalth and refinement has been a 
most discriminating buyer for many 
years and has grown more so as the 
time goes on; but another reason not 
so well known is, that climate has 
much to do with it. By this I 
mean,” Doctor Kunz added, “the 
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clear, fine quality of the atmosphere 
which we have over here shows up 
the small defect in a pearl of a 
precious stone that would never be 
noticed in the climate of Paris, and 
particularly that of London: This 
is by all odds the best country in the 
world to buy precious stones.” 


4 ¢ 4 
A distinctly novel 


plan to sell diamonds is advertised by 
Eugene L. Ward of Oneonta, N. Y., 
who is making an appeal to the pos- 
sible diamond buyer who has faith in 
the ability of our industrial situation 
to stage a “comeback.” For under the 





head, “Let These Diamonds Pay for 
Themselves,” he is using large ad- 
vertisements to announce a special 
sales plan by which a customer may 
select any diamond in stock at the 
regular price and in place of getting 
the regular January discount, the 
customer is offered shares of certain 
stocks now on the market at a very 
low figure. For instance, the an- 
nouncement on a $200 diamond says: 


“Three shares of Electric Bond and 
Share are our bonus with the $200 
Diamond you select during this Annual 
January Sale. If you will save your 
stock dividends from this issue for just 
a few years, your Diamond will be a 
reward for your confidence in the 
United States.” 


And different shares of other in- 
dustrial stocks are offered on the $50, 
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$75, $85, $100, $125, $175, $200 
and $250 gems as well. Mr. Ward 
has a window display showing these 
combination offers. 


¢¢ 4 


: A year ago, 
Prof. R. A. Seligman of Columbia 
University undertook a survey of 
“Price Cutting and Price Mainte- 
nance” at the behest of the chairman 
of the Committee of the New York 
Board of Trade, and the result of 
this survey was made a feature at a 
dinner held in Washington, Jan. 7. 
In the course of his report, Professor 
Seligman said: “The definite conclu- 
sion is that the general principle of 
resale-price maintenance is legiti- 
mate. The type of price-cutting 
studied is a form of unfair competi- 
tion; price maintenance is a_ step 
toward fair competition. It is eco-. 
nomically defensible and, therefore, 
ethically desirable. The adoption of 
resale-price maintenance as a general 








principle will mean, on the whole, a 
step forward in American business 
life.” 

Associated with Professor Seligman 
in the preparation of this survey were 
Dr. Robert A. Love of the College 
of the City of New York, and a staff 
of assistants. In printed form the re- 
port will run into about 350 pages 








of text and about 350 pages of statis- 
tical material. 
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Feed G. Bixby, 


28 West Genesee Street, “The 
Watch Doctor” of Buffalo, N. Y., 
is facing a problem which has been 
a thorn in the side of many jewelers. 
In calling our attention to the trou- 
blé which he is having in getting cus- 
tomers to call for repair work, he 
says: . 

“. “What ¢an be done to influence 
customers to call for their watch 
work and thus pay the repairman for 


his labor? I am sure that others are . 


finding themselves in the same situa- 
tion as I am, hundreds of watches 
hanging on my rack waiting to be 
called for and sometimes as much as 
$1,000 tied up in labor. I have tried 
telephone calls and this just results 
in the customer saying they will call 
immediately or in a few days and 
they never do. 

_. “TI have work hanging on my rack 
which has been there nearly a year 
and a few jobs which have been there 
for over two years. I have tried the 
system of threatening to enforce my 
lien and sell the watch if it is not 
called for within a certain number of 
days, but even this has only brought 
in a few people. Perhaps some of 
your readers will have something to 
say on this subject.” 


¢¢ 4 


Md 
W. have all passed 


through perhaps one of the most try- 
. ing years in our experience—a year 
that has tried men’s souls,” says 
Frank C. Beckwith, president of the 
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will come when we shall look back 
upon 1930 and 1931 as history, and 
be stronger for having conquered. 
“We have watched a tall tree 
swaying in a storm until it seemed 
about to be blown down, but often 
we find instead that it has sent its 
roots deeper and wider and thus se- 
cured a firmer grip by reason of what 


it had to undergo. So it has been 
with us in the past year. 

“Let us be optimistic in a true 
sense, facing facts courageously, keep- 
ing our vision clear and holding faith 
in each other. I am sure we have 
much to be thankful for and that the 
star of Hope still shines in its as- 
cendancy.” 
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At no time in the 


world’s history have opportunities 


‘been so great as at this very hour 


This 


for the man who can produce. 


“ 


One of the first things to 
recognize in this new period 
of readjustment is that the 
dollar of 1932 is not the 
same monetary unit as the 


dollar of 1#29. 


Also, that policies based 
on the assumption that the 
1929 levels can be main- 
tained are no longer tenable. 


An equilibrium must be 
sought at the new levels of 
1932. 


Then and then only can 
the merchant and manufac- 
turer proceed to build up on 














a solid foundation. j 
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was the gist of the remarks recently 
made by W. L. Roy, general sales 
manager of the Amity Leather Prod- 
ucts Co., West Bend, Ind., before 
the fifth annual meeting of the Sales 
Managers Bureau recently held in St. 
Louis. “We are on the threshold of 
the greatest era of competition the 
world has even seen, and to meet it 
men must not only change their busi- 
ness methods, but their business 
thinking as well. The firm today 
that is to be successful is at the pres- 
ent time investing heavily in the finest 
brain power it can buy.” 

Speaking of the average sales man- 
ager he had met, Mr. Roy said “he 
is not venturesome enough. He won’t 
step over the traces. He is too 
afraid he will do something different, 
something he has never done before. 
He hears that somé sales manager 
has tried a new plan and that it has 
been successful. Then, and then 
only, will he be ready to adopt it. 
But as for pioneering new methods 
and new ways of smashing the sales 
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barriers of the present, he refuses to 
take a chance.” 


4 4 ¢ 


The question 
“Where are the cigarette lighters 
ads of yesterday?” which appeared in 
a magazine going to the publishing 
trade recently evidently stirred the 
ire of S.. J. Levin, advertising man- 
ager of the Art Metal Works, New- 
ark, N. J., who, in a letter to the 
editor, insisted the writer could not 
have read the magazines recently, say- 
ing: 

“Let him scan the enclosed fall 
schedule of Ronson Lighter advertis- 
ing. And let him eat his words, ques- 
tion mark and all. 

“And let your readers be shown 
au contraire, how Ronson lighters 
and Ronson lighter combinations are 
being constantly and consistently ad- 
vertised in a long: list of national 
magazines.” 


4 +4 4 


Andrew H. Pond 
and the A. H. Pond Co., Syracuse, 
N. Y., are receiving hearty congrat- 
ulations from their friends and cus- 
tomers in the diamond and jewelry 
trade over the celebration of the 40th 
anniversary of the founding of this 
business. It was in January, 1892 





that Mr. Pond began the business 
that was to become one of the out- 
standing diamond importing and 
jewelry making houses of his sec- 
tion of the country, conducting it in- 
dividually until 1905, when he took 
as his partner Henry C. Beadel. The 
partnership continued until August, 
1908, when the business was incor- 
porated with Mr. Pond as president 
and treasurer; Mr. Beadel, vice- 
president, and Robert A. Pond, sec- 
retary. The firm now maintains buy- 
ing offices in Amsterdam, Holland, 
and Antwerp, which are regularly 
visited by members of the firm. Since 
its inception, the Pond Co. has pur- 
sued a policy of extensive advertis- 
ing through the jewelry trade papers 
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and has made its name known to 
members of the trade in every sec- 
tion of the country. Therefore, con- 
gratulations coming to the company 
have been limited to no geographical 


lines. 
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[, the course of an 
editorial printed on the front page, 
the Reading, Pa., Times recently 
said: 

“It should be borne in mind that 
there are two types of jewelry stores 
—the reliable store and the ‘gyp’ 
store. And it should also be borne 
in mind that there are two systems 
of credit. Legitimate credit and 





charge accounts are employed by all 
legitimate business firms. The ‘gyp’ 
jewelry store’s policy is a different 
type. Its purpose of ‘easy payments,’ 
gaudily proclaimed, is not that of 
legitimate trade, but to gouge the 
public and extract extortionate 
profits. 

“It should not be difficult to dis- 
tinguish between legitimate jewelry 
stores and the ‘gyp’ jewelers with 
their flamboyant methods always con- 
centrated upon how ‘easy it is to pay.’ 
It should not be hard to differentiate 
between the fake credit of the ‘gyp’ 
jeweler and the legitimate credit by 
which legitimate concerns sell a 
variety of goods from jewelry to 
radios.” 


i 


dd 
Wat the future holds 


in store, in my opinion, is largely a 
matter of faith,” says E. V. Saunders, 
manager of the Pacific Division of 
the International Silver Co. ‘Faith 
makes for belief in ourselves, our 
friends, neighbors, our nation and our 
enterprises. Faith gives us strength 
to win a cause under adverse condi- 
tions ; its rewards our hopes fulfilled. 
In my opinion, we may look for- 
ward to the future with assurance 
that success is to come to him who 
has the will to carry on. While in- 
dividuals and enterprises may not 
have accomplished all their purposes 
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in the last two years, we should not 
feel discouraged, but with renewed 
hope and courage look forward to 
future years with confidence and with 
faith.” 
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dd 
"Dew has been more 


advertising of and publicity about 
jewelry in the last year than in a 
decade previously,” says a statement 
issued by Oscar Heyman & Bro., Inc., 
New York. ‘Whether this publicity 
has all been constructive is not a 
serious consideration. The vital fact 
is, that in spite of depression, people 
have read about jewelry and dis- 
cussed it from both a style and in- 
vestment point of view. 

“Jewelry has been given emphasis 
as an essential feature of the dress of 
fashion-wise people, and there is an 
understanding of diamonds, rubies, 
emeralds, sapphires and pearls in re- 
gard to their color relation to cos- 
tume. Every sound and attractive 
argument in favor of wearing jewelry 
has been set forth in a persuasive 
manner. All of this publicity will 
bear fruit in the turn of the tide to 
prosperity. 

“There has been less making of 
pieces and more effort to sell. There 
is less stock to move. This gives the 
creative manufacturer an opportunity 
to express new ideas in design, new 
inspirations to evolve styles in har- 
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mony with the most modern thought. 
It presents a new selling story for 
the jewelry merchants. 

“With the upward movement of 
general business, the jewelry industry 
is in a position to profit greatly.” 


+ + ¢ 


Asked recently for the 


formula he had used to build up a 
successful business, “Bill”? Gibson of 
the Cole & Young Co., Chicago, nat- 
urally side-stepped and modestly tried 
to change the subject, but the per- 
sistent interrogator digging into Bill’s 
history, brought out the fact, first, 
that he could get the other fellow’s 
point of view; that he had boundless 
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energy, and that he did not know 
when he was licked. But the best 
answer to the question seemed to be 
Gibson’s outburst in an unguarded 
moment when he said: “Of course 
I have made many mistakes, lots of 
them I am proud of. On them I 
am trying to build my success. I still 
think we have the greatest country 
in all the world, though I was not 
born in it, and also think the jewelry 
business the finest ever, and would go 
right back into it if I was starting 
over again. If I had that chance 
Marshall Field were better to have 
passed on before me. Now laugh that 
one off.” 


+ ¢ 4 


Fees the demand 


for sterling silver was most active 
during the holiday season is proved 
by reports of manufacturers and deal- 
ers alike. In speaking of their pro- 





duction during the last months of the 
year, Joseph D. Little of the Scho- 
field Co., Baltimore, Md., said: 

“Our factory has for three months 
worked from 30 to 50 hours over- 
time every week, and just before the 
first of the year the factorymen were 
working on Sundays trying to keep 
up with the flood of orders. We had 
enough work on hand before the end 
of December to keep the factory run- 
ning until Feb. 1.” : 

And what was true in Baltimore 
was true in other silver centers. 
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decalon generally 
will be both pleased and interested in 
the announcement sent to wholesalers 
last month by the Elgin National: 
Watch Co., which reads: 

“We have now completed our pro-, 
gram of closing out discontinued: 
models of Elgin watches at reduced 
prices and there are no more avail- 
able. A few still remaining in some 
of the wholesaler’s stocks should not 
now interfere with your regular pur- 
chases of Elgin watches and move- 
ments.” 









WASHINGTON'S 


By 





O;: the Washington family’s 


possessions of plate in the early years of the 18th century 
there is no information at hand ; indeed most of the Wash- 


ington silver, of which we have record is of post-revolu- 
Photo by Orren R. Louden tion date. 


Wakefield, the birthplace of Washington (rebuilt.) Upon the death of his father, George Washington in- 
herited the estate at Wakefield, while to his elder half- 
brother was left the estate at Hunting Green, later 
known as Mount Vernon. In 1761, Lawrence Wash- 
ington dying, George became proprietor of Mount 
Vernon. Meanwhile, in 1759, he had married Martha 
Dunbridge, widow of Daniel Parke Custis—the famous 
Martha Washington of history. Through this marriage 
Washington, already a very prosperous planter, became 
one of the richest men of the country. An inventory 












































Punch ladle, presented to 


President Washington by the taken at the Wakefield mansion, upon the passing of the 
citizens of New York at the property, in 1762, shows a worthy amount of household 
time of his inauguration in goods and some silver. 


os be A = aaa This year 1932, the Bi-centennial of Washington’s 


reception. birth, affords a most opportune moment for an exhibi- 
tion of Washington silver. Such an event would arouse 
much interest. The Metropolitan Museum of Art, New 
York, is planning an exhibit, for February, of the Wash- 
ingtoniana it possesses augmented by such loans as may 
be available, but whether any great gathering of silver 
can be made is, at the moment, uncertain. 

Washington memorabilia is exceedingly voluminous, 
the souvenirs that have appeared are without number. 
Probably no such vast mass attaches to any other hero 
of mddern history, not even to the great Napoleon. Wit- 
ness the great numbers of medals, busts, statuettes, 


i lestick c a : 
or ot ene sae Wedgwood plaques, Staffordshire wares, Liverpool 


owned by George Washing- 





ton in the Lewis Collection, pitchers, printed fabrics and whatnot, contemporary or 
United States National Mu- later, in unceasing issue; lithographs and prints, good, 
coum. bad or indifferent artistically; still later Currier & Ives 


portraits and views, Mount Vernon, The Tomb, and The 
Birthplace, so familiar and dear to our youth. Alas the 
last is now utterly discredited, for it seems well estab- 
lished that our first president was born at Wakefield 30 
miles from the site of the hut of the Birthplace print. The 
restoration of the Birthplace was made by the Wakefield 
Memorial Association. The original house was burned. 

It would be a pleasant and interesting task to list all 
the items of silverware associated with Washington of 
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The gallery tray and the salts, shown at the bottom of this page, 

are a part of the Lewis Collection in the United States National 

Museum, Washington, D. C. These articles were made about 
1870 when gallery work was very popular. 
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SILVERWARE | 


ERNEST M. CURRIER 


which there is any record, but I must confine myself to a 
few pieces of special note. 

Most interesting is the Camp Cup of our illustration. 
My first meeting with one of these cups (in all there were 
12) was in 1917, when one was brought to me for ex- 
amination. "The same year Mr. Bigelow published his 
book, “Historic Silver,’ in which he showed another of 
the set. In 1920 a sale, at auction, of some Washington 
relics, including silver, owned by W. Lanier Washing- 
ton, was held. Although Mr. Bigelow credited the own- 
ership of the cup pictured in his book to W. Lanier Wash- 
ington, the item was not in the sale. Four years later 
at the Nolan Sale another specimen appeared. This car- 
ried an inscription, in modern script, to the effect that 
it was a camp cup used by General Washington in the 
Revolutionary War. All bear the mark of Edmund 
Milne. The Nolan Sale catalogue states that these cups 
were given by General Washington, during his life, to 
his nephew, Colonel William Augustine Washington. 
From the bill of sale we learn that they were made in 
1777, the summer before Valley Forge and its miseries. 
Milne was a prominent smith in Philadelphia, his adver- 
tisements appear 1757 to 1777. He died in 1813. 


Very handsome are the candlesticks, of which one pair 
is shown in our illustration. They are ten inches high 
and were made in London soon after the close of the war 


(1783). 


With the gallery tray 


there are three salts of one pattern and one of another. 
These salts originally had blue glass linings. All of these 
articles are of the date 1780 when all sorts of gallery work 
was very popular. ‘They must have been purchased by 
Washington sometime after the peace had been estab- 
lished. 

The old tray, one of a pair, with beaded edges, bears 
the arms of the Washington family. It is impossible to 
fix a date for the making of this tray because it is of a 
design frequently used throughout the late 18th century. 

In 1789 Washington was inaugurated as President of 
the United States. New York was, for the time, 1789: 
90, the nation’s capitol and during these years, Wash- 
ington resided in that city at what is now 35 Broadway. 
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The old tray illustrated above rests among the Washington 
relics of the Lewis Collection in the United States National 
Museum. It is one of a pair which bears the arms of the 
Washington family and is now a part of the Lewis collection. 


Soon after.taking office we read of his ordering, from 
Paris, a plateau 10 feet long, and in a later letter to his 
agent, extending it by two sections. Upon his retire- 
ment, it is said the plateau was disposed of. 


State dinner and tea services used during his Presi- 
dency in New York were of china-ware. 


The punch ladle, illustrated, was presented to Presi- 
dent Washington by the citizens of New York at the time 
of the inauguration, 1789, and is said to have been used 
at the inaugural reception. The piece was made by Hugh 
Wishart, a very prominent silversmith of New York, 
1784 to 1810. Much of Wishart’s work has survived. 


It is always marked with strong individuality. 


(Epitor’s Notre.—Mr. Currier, the author of this 
article, is a member of the firm of Currier & Roby, New 
York, and an authority on early American silver.) 


One of a set of 12 camp 
cups purchased by Gen- 
eral Washington in 1777. 
Below is shown the bill 
submitted to the General 
by Edmund Milne, Phila- 
delphia silversmith, the 
maker. 











MAKE IT A JEWELRY 











PROMOTE JEWELRY VALENTINE GIFTS 


Prepare some direct mail advertising. 
Print your message on heart-shape red card- 
board or paper. 


Send letters to your male customer list. 
Make a number of gift suggestions appro- 
priate for Valentines. 


Stress and feature some special Valentine 
wrappings. Display a mass of these boxes 
or packages in Valentine attire in your 
window. 


If there is available a senor high school 
list select the names of the boys and pre- 
pare a collegiate type of letter with some 
$1 and $2 gift suggestions. 


Trim your windows often, starting early 
in February. 

Red heart-shape stickers are available and 
make an attractive appeal on your letter- 
head. Have February 14 printed on the 
sticker. 

Use price tables in your store to display 
jewelry Valentine gifts. 


Suggest silver novelties as appropriate 
Valentines. Cigarette cases, lighters and 
other articles may be featured for men. 
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An alert firm of Montana jewelers 
organized its business to attract the 1931 St. Valentine’s 
Day gift money to its store. It was a plan of action and 
not wishing. A definite merchandising policy was laid 
out and put into operation which proved resultful. This 
firm believed that there was no reason why jewelers should 
not attract to their stores a proportionate share of the St, 
Valentine’s Day gift money and in return deliver a lasting 
and appropriate present. Other retail lines of trade have 
made efforts which have been successful in turning public 
attention to the particular merchandise of their trades, 
This jewelry concern inaugurated a similar appeal and 
found a more enthusiastic response in directing the atten- 
tion of those giving gifts toward jewelry and merchandise 
sold in jewelry stores. Here are some suggestions that 
will lead others jewelers in that direction. 

Select the male names from your customer list and 
prepare a letter that has in it some human touch or 
sentiment that will create a desire upon the reader to 
consider jewelry as a Valentine gift. Have your letter- 
heads printed on red paper and, if possible, have them 
died out, heart shape. Select a printer who can do this 
for you. Mention in the letter some medium-priced 
articles. If you have a select list appreciative of more 
expensive gifts, make the letter more personal. Perhaps 
adding certain pieces of silverware to a service could be 
suggested or a new mounting for a ring or a new stone 
for a mounting. You can develop many definite selling 
opportunities to capitalize this day. 

Your windows are of first importance. Decorations 
should be all hearts and lace. A large cardboard heart 
attached to your window lettered ‘You're always her 
Valentine,’ or some other sentimental slogan, will stop 
the passing crowds. Have tiny red ribbons running from 
the heart to a number of articles in the display. Each 
should bear a price mark, shaped as tiny paper hearts. 
Paper lace table mats, when skillfully handled, can be 
used as an adjunct to the window display. Design several 
fancy Valentine gift wrappings. Plenty of red ribbon— 
paper and stickers. Show a group of these in the window 
with an announcement that each gift will be sent in the 
Valentine wrapping selected. 

Somewhere in your window show a calendar sheet of 
the month of February. As each day passes, up to the 
14th, cover it with a heart sticker. Stress in your news- 
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VALENTINE GIFT 


paper advertising the Valentine jewelry gift idea. Fea- 
ture a group of articles moderately priced in the ad. You 
are not required to dress up your store like a circus. To 
the contrary, arrange an atmosphere that has the spirit 
of the occasion with refinement and good taste. Get 
richness and distinction into the store motif. 

It is not considered below the dignity of a jeweler to 
promote a fine line of Valentine cards. They develop 
store trafic. You can add this to the surplus of good-will 
which every merchant, regardless of trade, is required to 
contribute to build up his business. 


Make the month of February 


a month for business in the jewelry trade. Make up your 
mind that you are going to make an effort this year to 
introduce a merchandising plan that will attract some 
of the gift money that is spent in commemorating St. 
Valentine’s Day. Put driving force back of your idea, 
get your plan into action, follow each detail with infinite 
care and attention and anticipate a good return on your 
investment of time and effort. 

In the merchandising campaign conducted by the Mon- 
tana firm the headline on a Feb. 1 advertisement read: 
“Valentines That Endure Always.” This advertisement 
ushered in the sales drive for more business during 
February. 

Inside the store, a special table display pushed the 
sale of Valentines. The table was divided into three 
parts, indicating the three price ranges. At $1: costume 
jewelry was featured; in the $2 division were featured 
separate table pieces, and particularly a number of jelly 
servers; and the $5 price line showed almost exclusively 
a line of enamel mesh bags. 

Together with these were displayed a limited number 
of diamonds, watches and necklaces or bracelets, but ap- 
peal on Valentine’s Day was chiefly directed toward the 
lower price ranges where, it was felt, volume selling 
could be attained through the use of an open-display 
table. 

In explaining the “how” of his Valentine program, the 
manager said: ‘‘Valentine Day sales are not a ‘gold mine’ 
for anyone, but they offer an opportunity for volume 
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sales in many items within a limited price line. It is 
hardly worth while to feature diamonds or watches at 











Believing that jewelers are entitled to a share of 
the St. Valentine’s Day gift business, a Montana 
concern devised a merchandising plan that proved 
profitable. 

In this article, many suggestions, together with 
an actual experience of a firm of jewelers, are out- 
lined by which, at least a start can be made by every 
jeweler, to direct more of the gift sales into his 
store. 

Make an effort this year to build additional sales, 
especially during February when regular business is 
not as brisk as at some other seasons. The estab- 
lished custom of giving already exists, it only requires 
a prepared plan to direct the appeal toward jewelry 
commemorating St. Valentine’s Day. 











this season particularly, for Valentine’s Day is not im- 
portant enough to raise the sales of these lines to any 
considerable extent. 

“Within the $1 to $5 range, however, we have had 
a very nice success; and, as there are ‘tricks to all trades,’ 
there is one noticeable trick to this. The $2 items are 
family gifts (jelly servers and the like), while both the 
$1 and the $5 price lines may be gifts either to ‘the 
wife’ or to a sweetheart. As most Valentine gifts are 
from the man to his sweetheart, we find that he has a 
choice only, without being aware of it, between the $1 
and the $5 items. As a result, many who might have 
compromised on the $2 price will choose the $5 item 
instead with a consequent increase in total sales.” 

The Valentine table was announced to the public on 
successive days in the daily paper on Feb. 1 and 2. Two 
later advertisements followed these up, all being double- 
column ads of about ten column inches. 




















JOHN R. WILLSON 
Display Manager 
The Bohm-Allen Jewelry Co., 

Denver, Colo. 


Any display man will tell 
you it can’t be done. But—Jack Willson did it! 

Did what? Put in a quantity display without losing a 
quality atmosphere. Think of it! Twenty patterns of 
sterling shown, named and priced all in one window. 

Yet done with a finesse and dignity entirely in keeping 
with the prestige of The Bohm-Allen Jewelry Co., one 
of Denver’s largest and most exclusive jewelry concerns. 
This striking display caused more comment and sold more 
merchandise than any other window Bohm-Allen has 
shown in recent years. 

But we'll let Jack Willson (christened John A.) tell 
his own story. 

“We wanted to put over two ideas: first, that our as- 
sortment was so large no one need look elsewhere for 
sterling; second, that the finest silver is really much less 
expensive than most people think. Our aim was to turn 
the attention of the public to sterling, for we felt a great 
many real prospects had neglected to investigate the price 
of silverware, picsuming it to be out of their reach. 

“Yet we felt that advertisng sterling as being ‘cheap’ 
would be entirely out of place from every standpoint. 
Instead we let our little price tickets tell the story—and 
how they told it! 

“First we made 20 light wooden boxes in four heights, 
from seven to 24 inches, then covered them with brilliant 
silver foil in a figured pattern, obtainable from any sta- 
tioner. The tops were seven inches square. 

“The pads which held the silverware were seven by 
eight and a half inches, made of compo board covered 


A SILVERWARE DISPLAY 
TOLD ALL AND 


This complete silverware story discusses dis- 
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play methods used in turning the public's attention 
toward sterling silverware. How little price tickets 
told the story that fine silverware is much less 
expensive than most people think is empha- 
sized. The importance of handling the price 
appeal in a dignified manner and the results from 


the plan also are discussed. 


with black velvet. In order that every piece should face 
directly into the observer’s eye the lower displays were 
tilted back farther than the higher ones. No stooping to 
see the low ones plainly. Then the lights were focussed 
directly on the silverware itself and were left on all day 
long. 

“Qne of the most striking features was the way in 
which we succeeded in making the name of each pattern 
show up. The letters were cut from compo board, then 
covered with brilliant black flitter so they stood out in 
bold relief against the silverfoil background. You notice 
we showed different pieces in each pattern, having prac- 
tically an entire set represented in the whole window. 

“We were careful to omit any large card trumpeting 
‘great reductions’ or the like. Instead each card gave the 
price of the exact pieces shown above in that pattern, then 
quoted the price of some larger combination of pieces. 
For instance, service for four, so much; one place set 
complete, so much; complete set of six, so much; steak 
set, so much, a different combination being priced on 
each pattern. 

“Did people stop and read all this? Really I wouldn’t 
try to fool you, but I will say very few people passed that 
window day or night without at least glancing at it. They 
just couldn’t get by it. 

“People, you know, are moths. It’s their nature to 
flock to light and the shimmer and brilliance of our silver 
foil blocks caught the most uninterested eye. 

“There was always a crowd at our window and it was 
most gratifying to observe their interest in the merchan- 
dise itself. ‘They caught the idea at once and their eyes 
roved from pattern to pattern, with the main interest on 
the newer patterns which were grouped low in the center. 

“We enjoyed a very satisfactory immediate business 
direct from the window and all who came in had the 
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THAT SHOWED ALL, 


SOLD MUCH 


name of their pattern on the tip of the tongue—much 
more satisfactory than the customary floundering descrip- 
tion of a pattern. 

“This window was quite a ticklish proposition as it 
violated the usual display rules. Ordinarily we show 
only a few items when displaying fine, exclusive goods, 
for experience teaches that if too much is shown at once 
the tendency is to cheapen the merchandise. On the other 
hand there is no objection to making somewhat of a 
mass display of less expensive items, say crystals. 

“We all feel, however, that while this particular dis- 
play was a quantity showing of a quality item, still it ac- 
complished its purpose in a tremendously satisfactory 
manner. It created interest, sold merchandise and up- 


held the store’s prestige. What more can a display do?” 


When asked his opinion about 


price appeal in selling silverware, he said: “Price appeal 
has its place in selling silverware just as in any other field. 
No one can make me believe there is anything undignified 
about a dollar. No one can ignore the fact that after all 
price is the basis of every commercial transaction. 

“The important point, however, is the handling of the 
price appeal, the how of it. Slapstick methods of price 
appeal may be all right for a slapstick jeweler. But for 
the high-class jeweler the appeal must center about ‘See 
how much value you get for your money!’ not ‘See how 
cheap it is!’ There’s a difference. 

“Any man who calls himself a merchant should bear 
in mind that price alone never sold a single piece of mer- 
chandise, not one! Before price makes any difference there 
must be a desire for the merchandise itself. 

“To me the most ludicrous spectacle in recent months 
has been the frantic price circuses of the department stores. 
At first ‘New Low Prices!’ was welcome news. But 
constant repetition has made it stale beer now. People 
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“Price appeal has its place in jewelry and silver- 
ware just as in any other field,” said Mr. Willson. 
“No one can make me believe there is anything 
undignified about a dollar. No one can ignore the 
fact that after all price is the basis of every com- 
mercial transaction.” 











The silver display that told and sold much for the Bohm-Allen Jewelry Co., one of Denver's finest jewelry stores. 


are resenting the implication that cheapness has become 
their only god. So the jeweler who would not defile his 
caste must make his price appeal secondary to the more 
primitive desire, possession. 

“Never in the history of the world have low prices 
brought about a revival of business. Low prices, mind 
you, invariably depress business. ‘The revival comes only 
through a threat of higher prices. ‘This depression is no 
different. It will be lifted only if and when prices stiffen. 

“This fact is especially applicable to the situation here 
in Colorado. Silver mining is one of the state’s major 
industries. 

“Every merchant displays a sign, “Take your change 


in silver.’ You hear on every side, ‘Buy silver and boost 


Colorado.’ Solid silver bars are being bought by the 
optimists as a sure fire investment. 

“My point is that silver is news—front page stuff—in 
Colorado. We feel that every bit of silver publicity helps 
the jewelry trade. Our customers know why silverware 
is low and why it will rise. 

“Tn selling sterling silver flatware we always stress the 
ensemble idea in the selection of pattern. We recom- 
mend, of course, the more ornate patterns for homes with 
a French influence, and the straight line, tailored patterns 
for a Colonial atmosphere. 

“This makes the customer feel an instinctive craving for 
a thoroughly complete set, for she can realize how much 
that would add to the harmony of the home decorations. 

“We feel the mere fact that we carry 20 complete 
patterns in sterling stamps us as ‘headquarters’ in the 
customer’s mind.” 
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Flee | am, supposed 
to be a jeweler, yet this morning I just realized I don’t 
know the first thing about the value of jewelry. Now 
for instance. = 

Don Patty reached in his show case and laid out a 
necklace before his friend, the Old Veteran. 

“See this necklace?” Patty went on. “A month ago a 
wholesaler told me, “That’s worth $6.50.’ 

“This morning I told a customer, “That’s worth $12.’ 
And she came right back with, ‘It’s not worth anything 
to me! It’s terrible!’ 

“See, Old Vet? Three entirely different values put 
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Manufacturer’s mechanical value 


So much material 
So much labor 
So much overhead 


Total mechanical value 
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"VALUE" 


on the same piece of merchandise! Six fifty—twelve dol- 
lars—nothing! Has jewelry no standard of value? Then 
I began wondering: What did I do to that necklace to 
make it worth $12 instead of $6.50? Not a solitary 
thing! 

“And if I added no value to it what right have I to be 
in business? Tell me that!” 

The Old Veteran gazed out the window a bit before 
answering. 

“Hm, hm, just what is value?” he mused.. “Come to 
think of it, Don, the answer to that question is really a 

. well, you might call it a lecture on ‘How to Sell 
Jewelry.’ 

“What is value? That depends. To the manufactur- 
er a thing has a mechanical value; to the retailer it has a 
resale value; to the customer, a value in possession. Three 
different values on every article of commerce—just as 
you said. 

“Now let’s see. What can you do to a necklace having 
a $6.50 mechanical, or intrinsic, value, to make it have 
a $12 value in possession? 

“If we can answer that question correctly possibly we 
shall discover why people flock to one jeweler and drift 
away from another. The answer, if correct, may even 
point out the type of jeweler who will be with us ten 
years hence and the type that will have been buried by 
‘competition.’ 

“Nor can the jeweler justify his own existence by say- 









Retailer’s resale value 


A current style, attractively 
made. 





Dependable quality, reason- 
ably priced. 

Fills a need in my stock. 
Has merchandising possibili- 
ties. 


Total resale value.. $12.00 
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FRENCH 
ing, ‘This $6.50 necklace is worth $12 to the customer 
because my selling expense, plus a little profit, amounts on 
to $5.50.’ Quite right, possibly, from a mathematical Old Veteran classifies the three values in a piece 
angle—and mathematics are essential to correct business of merchandise — The manufacturer’s value, the 
practices. But that answer hardly appeals to the cus- retailer’s value and the customer’s value. “It’s all 
tomer’s sense of justice. a matter of ‘joy of possession,’ ” says Old Vet. “We 


ils on tendeeeael «elem, Tm ‘The ween laugh at the African bushman who trades ivory for 


a jeweler hangs out his sign he automatically incurs a salt and bright mechanical toys. He laughs at us 
deep moral obligation to his community. By the mere when we trade tinkling, shiny silver dollars for a 
fact of opening his doors he virtually signs his name to a pair of ridiculous high heeled pumps in which no 
statement something like this: woman could trek through the jungles.” 


“T do hereby solemnly declare I am an expert jewel- 
er. I know how to conduct a jewelry store as you, the 
community, wish it conducted. 

“I know how to buy jewelry, how to sell jewelry, 
how to appraise jewelry, how to interpret jewelry 








profit, this profit to be in direct proportion to the degree 
in which I carry out these promises to you. 


styles to fit individual tastes, how to anticipate what “a 
you, the community, will want many months in ad- here, Don P atty, 
vance. I can and will do all these things for you bet- is what the jeweler does to entitle himself to a profit. 
ter and cheaper than you can for yourselves. “Yes, yes,” Patty acknowledged, “but I cannot see 
“TI shall be your purchasing agent, ever attentive to how all this adds any value to that necklace. Regardless 
your needs, careful of your purse, jealous of your affec- of the retailer’s honesty, his skill and his diligence, the 
tions and watchful to see that you be not imposed upon. necklace still has the same style, the same shape, the same 
“I shall be truthful, a good citizen of this community, materials as when it left the factory. He does not change 
always on hand to help you in all jewelry matters. the merchandise one iota. He cannot. 
“In return I expect you, the community, to pay me a “You’re right, Don, as long as the goods stay on the 


shelf,” the Old Veteran agreed, “but the moment you sell 
that piece its value depends upon the amount of ‘joy of 
possession’ it brings the user, not the amount of materials 
plus labor plus overhead. 

“In other words, the user measures ‘value’ to her by a 
totally different yardstick from that which you use to 
measure the value to you.” 

“Very interesting,” replied Patty, polite yet inwardly 
bored, “but where’s the hook-up with Christmas jewelry 
selling?” 

The Old Veteran rubbed his hands in gleeful anticipa- 
tion of driving his point home. 

“Jewelry on the shelf has a sort of static intrinsic value. 
(Turn to page 54) 


Customer’s value in possession 
A current style, attractively made. 


Exactly suited to my type and my needs. 
I shall be happy wearing it. 


Offered by a dependable jeweler. 


A good value because it will give me more 
than $12.00 worth of joy of possession. 
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Repair Work Brings Sales 


HE response of the average 

jeweler to the suggestion that he 
develop his repair department during 
the early months of the year has been 
most gratifying. Particularly true is 
this of the response received by the 
American National Retail Jewelers 
Association to the effort to bring this 
subject before the public by estab- 
lishing a “Watch Cleaning and Jew- 
elry Repair Week,” starting Feb. 24, 
which has been hailed by retailers in 
no particular locality but by repre- 
sentative members in all sections of 
the country. 

Wideawake jewelers now realize 
that they have an opportunity of de- 
veloping business through the clean- 
ing and repairing of watches and 
jewelry with a class of customers 
that they had not hoped to get into 
their stores at this time of the year 
by any amount of sales promotion, 
but who can be impressed with the 
idea that their old watches and 
jewelry can be renovated in a way 
that they can be put into use again. 
Already these jewelers have found 
that they have not only made con- 
tacts with potential customers that 
will result in sales later on, but they 
have actually been able to make sales 
now of watch attachments, of new 
stones for settings and of other pieces 
which have come directly through the 
contacts of the repairing business. 
That these incidental sales will be 
greater as the repairing business in- 
creases during the week beginning 
Feb. 24, is axiomatic. 

This movement is receiving not 
only the endorsement of the retailers 
themselves but of the leading whole- 
salers of the country amd of many 
manufacturers as well. Every jeweler 
should get behind it and take advan- 
tage of the business that he can de- 
velop by bringing the facilities of his 
repair department before the people 
of his community. He can help in 
many ways but the least he can do 
is to get the poster announcing the 
time of this week, and see that it is 
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prominently displayed in his store and 
in his community. Full particulars 
can be obtained by writing to the A. 
N.R. J. A. headquarters 22 W. 48th 
St., New York. 


q+ ¢ 4 


An Honest Inventory 


NE of the best resolutions that 

the merchant can have made 
for the year just opened, and one that 
the retail jeweler should particularly 
adopt is “Know thyself and thy busi- 
ness.” If he would know himself 
and his business, the jeweler must be 
absolutely honest in facing the condi- 








ASK ME ANOTHER 


—Can you in any way check up the effect 
of advertising as it plays its part in the de- 
termination of the cycles which mark the 
business pulse? 


—Those concerns that reduced their adver- 
tising expenditure in 1930 from 15 to 100 
per cent showed an average loss in net 
profits of 41.2 per cent; those that reduced 
by less than 15 per cent, an average loss 
of 13.2 per cent; those that increased ex- 
penditures, an average loss of 9.6 per cent. 


—Which means? 


—That practical advertising should never be 
considered an expense, but rather an invest- 


ment. 
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tions that confront him. He must 
start the year with a full and accurate 
knowledge of his financial position as 
well as a fairly clear idea of his pros- 
pect for doing business, from the 
standpoint of his limitations and his 
possibilities. 

The advice given by an eminent 
member of the trade in our January 
issue in regard to an honest inven- 
tory cannot be too strongly stressed 
in this regard, because the inventory 
taken at this time will disclose the 
foundation on which the jeweler’s 
actions in 1932 must be predicated. 
As this leader says: You can take 
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your inventory? (1) to fool yourself; 
(2) hoping to fool somebody else, 
or (3) you can take it so that it will 
show the truth of your condition. To 
do the last the dealer must eliminate 
the speculative element in determin- 
ing value and appraise his assets at 
exactly what he can realize on them, 
Then and then only will he know 
where he stands; know what he can 
purchase and know what steps he can 
take to develop business in the New 
Year. 


+ ¢ 4 


Proposed Marking Acts 


HE beginning of the year has 

seen renewed effort on the part 
of the leaders of the trade and rep- 
resentatives of the leading organiza- 
tions to perfect national legislation 
which safeguards the proper stamp- 
ing or marking of articles of precious 
metals shipped in interstate com- 
merce. The present law, which went 
into effect 1907, is not an elaborate 
statute and covers only marking of 
gold and silver, touching but insufhi- 
ciently on plated ware and not at all 
on platinum. A National Platinum 
Marking Act was introduced into 
Congress five years ago and passed 
by the Senate in May, 1928, but it 
failed of enactment in the House. 
Last year an amendment to the silver 
section of the old law was introduced 
by Representative J. W. Martin of 
Massachusetts and has again been in- 
troduced this year. 


Efforts are being made now to re- 
introduce the platinum bill into Con- 
gress together with a bill amending 
the present gold stamping law so as 
to bring the National Stamping Law 
up to date with provisions that will 
cover adequately not only the marks 
on the different qualities of all pre- 
cious metals but also of the different 
kinds and qualities of plated ware. 

The work on the bill covering the 
marks on gold and gold plate has 
been done by the New England Man- 
ufacturing Jewelers and Silversmiths 
Association, and arrangements are 
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now being made to obtain a coordi- 
nating committee representing the re- 
tailers of the country, the wholesal- 
ers and the manufacturers and their 
associations in the various centers, to 
put the final touches on this proposed 
legislation and have the gold bill in- 
troduced during the present session 
of the Federal Congress together 
with the platinum and silver statutes. 

It is expected that the congres- 
sional committee will combine these 
three measures into one statute, inas- 
much as the definitions are the same 
and they are drawn along the same 
lines. It is hoped that either at this 
or the coming session we will have 
enacted a National Stamping Law 
which will not only meet the approval 
of the jewelry industry but will be 
one that will prove effective in pro- 
tecting the public adequately from 
fraud and misrepresentation in the 
sales of articles made of precious 
metals or imitations thereof. 

Full information as to the prog- 
ress of this movement will be given 
to the trade through THE JEWEL- 
ERS CIRCULAR from time to time. 


Silver Sales Increase 


NE of the most encouraging 

conditions that the jeweler has 
felt during the trying months of the 
past year has been the increase in 
the demand for sterling silver due in 
large part to the lowering in the 
price of sterling flatware and the ef- 
forts made to develop a “sterling 
consciousness” with the great mass of 
buyers combined with the idea that 
now is the time of the public’s great- 
est opportunity to get sterling silver 
under the most favorable price con- 
ditions. 

That the jeweler can continue to 
develop this during the present year 
there is no doubt and it is hoped that 
every progressive merchant will take 
advantage of the opportunity that 
lies before him in this line. 
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History Translated Into Modern Day Business Conditions 
(With apologies to the famous painting by Leutze in the Metropolitan Museum of Art) 





Unlike other commodities, the 
price of silver as a metal or raw 
material is in no way determined 
by the extent of its use in com- 
mercial lines as these lines take but 
a small part of the total produc- 
tion. ‘The price of silver is deter- 
mined upon its use as a medium of 
exchange. For this reason and for 
the benefit of those who wish to un- 
derstand the silver market situation, 
we publish in another column, copi- 
ous extracts from a review of the sil- 
ver market for 1931 prepared by 
Handy & Harman of New York in 
which the full facts about produc- 
tion are given. This also brings out 
the small proportion of silver used 
for industrial purposes, but indicates 
clearly the effects of the price of the 
metal upon the industrial use. 

While the report shows that the 
price has not been such an important 
factor in the production of the finer 
grades of silverware where art and 
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craftsmanship are the principal items 
of cost, it goes on to say: “On the 
other hand, the price level of silver 
has been reflected in the selling price 
of sterling silver table and decorative 
wares offered in the medium or low- 
priced markets. ‘This has developed 
considerable additional business, and 
has opened up new channels of dis- 
tribution which will undoubtedly 
continue to expand as as long as the 
price of silver bullion does not ad- 
vance materially. The low price of 
silver has also resulted in an increased 
use of sterling silver in the manu- 
facture of jewelry to replace base 
metals in the cheaper grades of 
articles.” 

The jeweler who neglects the op- 
portunity to develop his business in 
sterling flatware while silver is at 
its present low price which excites 
interest with the ordinary buyer, is 
neglecting an opportunity which 
may not come to him again. 





At 
Hit 


AMETHYST is 

the birthstone of 
the month. Be ready 
with a window dis- 
play of amethyst 
jewelry today. Send 
a special sales letter 
to a list of people 
born during the 
month and advertise 
your stock. 





















Be ready with a 

window and 
store display of 
STERLING SILVER 
for today. Stress 
present low prices 
and pride of posses- 
sion in newspaper 
advertising and in 
your sales talks. Fea- 
ture the latest pat- 
terns. 








5 Feature fine 

DIAMOND 
JEWELRY today in 
window displays and 
advertising copy. An 
attractive window ar- 
rangement of care- 
fully selected pieces 
illustrated in the ad- 
vertisement will at- 
tract added attention 
and help sales. 


Prepare ahead 
for a week-end 
mark down sale 
today. Offer slow 


moving stock at re-_ 


duced prices. Ad- 
vertise this event in 
newspaper space and 
by special announce- 
ments to your mail- 
ing list. 














Start tocall 

attention to Na- 
tional Watch Clean- 
ing and Jewelry 
Repair Week begin- 
ning Feb. 24. Dis- 
play posters and use 
stickers on mail mat- 
ter. Advertise and 
show wrist and pock- 
et watches today. 



























Are you making 

your store head- 
quarters for ELEC- 
TRIC CLOCKS? 
New products now 
on the market pre- 
sent added sales pos- 
sibilities. An old 
clock contest will 
create local interest 
and build sales. Try 
it. 


] Bridge prizes 

are now in de- 
mand. _ Select suit- 
able merchandise 
and arrange a special 
window’ display 
today. Giftwares and 
silver novelties may 
be shown .with a 
table, cards and score 
tablets. 









MERCHANDISING 


Take Advantage of  -- 
Every Selling Event 

















Get your 1932 
advertising out 
of the old rut. Use 


today’s newspaper 
space to promote 
GIFT and ART- 


WARES’ sales. Offer 
specials and build a 
window display of 
these .articles. 











National Boy 

Scout Week, Feb. 
7-13, offers a sales op- 
portunity. Show a 
neatly framed photo- 
graph of the local 
troop of Boy Scouts 
in a window display 
of wrist watches, 
thermos bottles, cam- 
eras and other ar- 
ticles. 





| Lincoln’s 
birthday, to- 


morrow, merits an 


appropriate window . 


display. Feature 
watches, showing the 
latest pocket and 
wrist types, com- 
pared with Civil war 
time watches. A pic- 
ture of Lincoln will 
lend added interest. 














1 Introduce the 

public to your 
St. Valentine’s Day 
window display today. 
Use neat placards 
to center attention 
on JEWELRY as the 
ideal Valentine gift. 
Use cupids and red 
hearts as a_ back- 
ground for this dis- 


play. 











with an adver- 
tisement calling at- 
tention to your 
watch and jewelry 
repairing service. 
Feature WATCH 
ATTACHMENTS in 
your window display 
and urge salesmen to 
suggest new attach- 
ments for old watches. 


1 Start the week 





1 Do not neglect 

the profits to 
be made from a 
stock of fine PER- 
FUMES. Prepare a 
window display and 
send out a letter toa 
carefully chosen list 
of women prospects. 
Advertise your store 
as headquarters for 
fine perfumes. 
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CALENDAR for Februar 


Planned Promotion 


Will Increase Sales 























7 Try a window 
1 display of fine 
stationery, fountain 
pens, gold and silver 
pen and pencil sets 
and desk sets. Use a 
desk lamp from your 
gift stock in this 
showing and adver- 
tise this merchan- 
dise. 


SUNTNTTN TY am J: 5 
BEGINNING FFR 24" 
aun 





—— i PW le), NE 


AND JEWELRY 











| Make today a 

SILVER 
PLATED-W ARE 
sales event. Offer 
specials in advertis- 
ing copy and display 
new patterns in win- 
dow arrangements. 
Call special attention 
to the prevailing low 
prices in silverware 
at present. 


1 Springtime is 

just ahead. 
Display and advertise 
new COSTUME 
JEWELRY. Stress 
style appeal by show- 
ing the latest crea- 
tions with the new 
dress fabrics. It is a 
big factor in increas- 
ing your sales volume. 


2 Plan a Wash- 

ington Bicen- 
tennial window dis- 
play for Monday. 
Show a picture and 
statuette of Washing- 
ton with a flag 
draped background. 
Put STERLING SIL- 
VER in this window. 
Hold a_ week-end 


clearance sale today. 

















2 Continue the 

Washington 
Bicentennial window 
display. Ask custom- 
ers to loan Colonial 
silverware to be 
shown with modern 
products. Offer a 
prize for the best ex- 
amples loaned for 
the exhibit and ad- 


vertise this event. 


2 Are you ready 

to cooperate 
in National Watch 
Cleaning and Jewel- 
ry Repair Week, be- 
ginning today? Dis- 
play posters promi- 
nently in windows 
and stores. Advertise 
in your newspapers. 
Use stickers on all 
mail matter. 





2 Devote special 

effort to mak- 
ing National Watch 
Cleaning and Jewel- 
ry Repair Week a 
success. Show watch 
parts in a window 
display with some of 
the latest numbers 
in your stock. Con- 
tinue to advertise 
this campaign. 


2 Feature fine 

china and 
glassware today. A 
table arrangement 
with the proper sil- 
verware will attract 
purchaser attention. 
Display china and 
glass used during 
Washington’s time. 
Ask customers to 
loan articles. 





2 Prepare a 
leap-year win- 
dow display for 
today. Show and ad- 
vertise articles for 
young men. Include 
JEWELRY, 
WATCHES, CIGAR- 
ETTE CASES and 
other suitable mer- 
chandise. Use a neat- 
ly framed placard. 

















2 Continue the 

leap-year win- 
dow display today. 
Feature men’s JEW- 
ELRY for daytime 
and evening wear. 
’ Prepare your mer- 
chandising schedule 
for March. Select 
some “leaders” and 
move out more of 


the old stock. 
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Repair department in the store of the Rost Jewelry Co., Inc., Indianapolis, Ind. 


UCCESSFUL REPAIR 











The repair department of the Rost Jewelry Co., 
Inc., of Indianapolis, Ind., is regarded by the com- 
pany as a profitable adjunct to their business. 

It is efficiently organized for rendering a superb 
and thorough service, which has developed a large 
clientele. It is looked upon as a department that 
is doing a sales job for the other departments of 
the business and no effort and energy is spared in 
rendering the finest kind of repair service. The 
systems and methods employed in the development 
of this department are widely discussed in this 
article. 











An outstanding feature 
of the Rost Jewelry Co., Inc., besides its specialization 
and big business in diamonds is its repair department. In 
normal times the store staff includes ten watchmakers, 
one diamond setter and engraver, one jeweler and ten 
clerks. Despite 1930’s nation-wide business slump, those 
ten watchmakers were only reduced by one; despite 
1931’s even greater slump, there are still six people in 
the repair department. A notable achievement consider- 
ing the city’s population.of less than 400,000, the great 
number of jewelry stores, and department stores with 
jewelry sections. 

The president of the company would tell you, perhaps, 
that service is the secret of the immense repair business 
done—a 24-hour service on repairs and a “while you 
wait” service on fitting crystals. No small part of the 
success of this repair department is due to this post- 
haste service supplementing high-quality workmanship. 


BUILDS 


But it is not a profitable department, as far as dollars 
and cents are considered. Psychologically considered, 
however, it is a highly profitable or producing depart- 
ment, for it has helped build up an ever-increasing city- 
wide, even state-wide, good-will and a vast state-wide 
mailing list, and, more important still, a vast state-wide 
clientele of satisfied customers. 

While the repair department brings a lot of people 
into Rost’s, the department only just about breaks even 
on its overhead. But any merchant will tell you that 
getting people into his store is half the battle; his mer- 
chandise and salesmanship doing the rest. 

One reason why a large repair department or, rather, 
a large repair clientele, are not in themselves profitable 
or producers is because it takes extra people or clerks 
to handle the customers. ‘These do not produce any- 
thing tangible for the firm. Rost’s figures that it takes 
two extra clerks to take in what four wachmakers and 
a jeweler can produce. 

Besides its high-grade paid repair work, the department 
offers a lot of free service. Jewelry is cleaned, small ad- 
justments on watches are made as well as regulating 
them, and diamonds or other settings are tightened. This 
service is free to anyone regardless of whether he is a 
regular customer, on the mailing list, or has never bought 
nor thinks of buying merchandise in the store. 

This aggressive store does not stop with merely offer- 
ing and rendering this free service, but goes to great 
pains and expense to fell about it in various and original 
ways. In most of its newspaper advertising this free 
repair service is stressed along with the jewelry items. 
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Entrance to the Rost Jewelry Co.’s store 





DEPART MENT 
GOOD-WILL 


And in all circularization the repair service is played up 
in illustrated booklets, dodgers and by broadcasting. 

The concern uses various types of trade literature stim- 
ulators besides its own original ones. On the counters 
along the repair department are racks conveniently placed 
holding the usual pocket-size and miniature trade book- 
lets, such as “The Care of Your Watch,” “How to 
Select and Care for a Fine Watch,” etc. The cus- 
tomary record tag to be attached to watches left for 
repair, and customary envelopes for jewelry to be re- 
paired are used. It is on individual and original small 
folders or dodgers and pay envelopes that this company 
“gets in its fine work” of good-will advertising. 

A current four by six-inch illustrated dodger has on 
its front page an interior view of the store with repair 
department and staff showing prominently. The firm 
name in the center heads a three-inch box offering to 
examine and clean diamonds free upon presentation of 
the coupon. 

Occupying almost half the inside pages is a graphic 
illustration: an outline of a watch case with various parts 
of the works grouped about it. Within the outline: 
“Why not a thoro ‘once over??” The text matter about 
and below the cut is of the usual admonitory character. 
The back page relates to “Modernizing Old Jewelry.” 

Merchandise in the store’s windows is attractively ar- 
ranged and displays frequently changed, but no “big 
features” or “stunts” are employed. Occasionally a large 
display card is placed in the window, such as 

“Work completed in 24 hours,” or, “We fit crystals 
while you wait.” These have brought excellent returns. 
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Here are the tags, booklets, envelopes and promotional 
literature used in featuring the repair department of the 
Rost Jewelry Co. This firm recognizes the importance of 
the repair department in the service rendered, which 
builds unlimited good-will for the store, and in the devel- 
opment of store traffic which results in more sales. 


The department is geared to a high state of efficiency 
and it is stated that in emergencies a 24-hour service has 
been rendered, not, however, at the expense of inferior 
workmanship. 














[M TELLING YOU— 


FACT OUTRUNS FICTION 







MAINELY TOURMALINE 


—__———- 
—_—_—_—~ 


TWO AMERICAN BOYS IN 1€20 
NOTICED SOME BITS OF GREEN 
STONE AT THE FOOT OF A TREE 
AT NIGHTFALL. WHEN THEY _.. 
RETURNED NEXT MORNING £2) 
A STORM HAD HIDDEN 
THEM AND THE STONES 
WERE NOT UNCOVERED 
UNTIL SPRING, THE 
STONES WERE 
TOURMALINE AND 


THE REGION, MOUNT MICA, MAINE , 








PROVED To BE ONE OF THE RICHEST TOURMALINE MINES IN ELIZABETH TH THE QUEEN 
THE WORLD. THE BoYs WERE ELIJA HAMLIN AND EZEKIEL HOLMES E FIRS WRIS 
VGGESTED BY FA. Coll . Li ie RECORD ‘Wane A Wew 
S BY FA. COLLINS, NY- THERE IS ANY RECORD wAS A NEW 
THE HALLOWED AMETHYST YEARS GIFT TO QUEEN ELIZAGETH 
Ati IN 1571. THE TIME PIECE Was 
THAT THE ASSOCIATION OF DESCRIBED AS“A RICH JEWELED 
ST. VALENTINE WITH LOVERS ARMLET HAVING IN THE CLOSING 
GOES BACK To THE TIME OF THEREOF A CLOCKE,” 


THE SAINT HIMSELF I$ BORNE 
OUT BY THE LEGEND THAT 
AN ENGRAVED AMETHYST, 
(BIRTHSTONE FOR FEBRUASY) 
BEARING THE FIGURE OFA 
2. LITTLE CuPID WAS WORN 
IN A RING BY ST. VALEN- 

» TINE. IN THOSE DAYS 

' MANY PAGAN GEMS WERE 
WORN BY PlouS CHRISTIANS 
WHO RECONCILED THE USE OF 
THESE ORNAMENTS By GIV- 
ING TO THE PAGAN SYMBOLS 
A CHRISTIAN MEANING 





STERLING VIRTUE 





ST. DUNSTAN, PATRON SAINT OF THE LONDON ” 
GOLDSMITHS, BORN 925, 1S CREDITED BY AN 
ANCIENT LEGEND WITH HAVING BESTED THE DEVIL 
THE SAINT WAS BUSY MAKING A CHALICE /THE STORY 
GOES ON, WHEN THE DEVIL APPEARED AND BEGAN 
To TEMPT HIM. WARY OF THE EVIL ONES 
ALLUREMENTS , THE GOOD MAN PROMPTLY 

SEIZED THE FIEND BY THE NOSE wITH HIS TONGS 
AND HELD HIM FAST ALL NIGHT LONG 


DO YOU KNOW 
OF ANY UNUSUAL FACTS 
OF INTEREST ABOUT 2 
JEWELS ann JEWELRY_. § 


/F SO SEND THEM TO 


The JEWELERS’ 
CIRCULAR 


THEIR WEALTH WILL SOON 
BE IN ‘THEIR MOUTHS 


A DISPATCH FROM GERMANY 
REPORTS THAT DUE TO THE 
NATIONAL SHORTAGE OF GOLD 
THERE , THOSE WHO WOULD 
HAVE THEIR TEETH FILLED 
OFTEN ARE FORCED To 
BRING WITH THEM THEIR 
OLD RINGS AND JEWELS 
MADE OF THE YELLOW METAL, 
To BE CONVERTED INTO 
BRIDGE WORK, ETc. ALEGAL 
RESTRICTION PLACED ON) 
THE GERMAN DENTISTS 
PERMITS THEM To USE 
BUT 450 WORTH OF GoLD | 


A MON TH. 
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AMETHYST —Its Properties and Occurrence 


February's Natal Stone the Most Popular and Beautiful of the Quartz Gems 


O;: the quartz gems 


probably the most popular is the amethyst. It is de- 
cidedly one of the most beautiful and important members 
of that group, and has been used in jewelry from time 
immemorial. Essentially, amethyst is a violet colored 
quartz, but it has, nevertheless, a large range in color, 
varying from royal purple to the lighter shades; from 
reddish violet tints to the almost colorless stones, with 
a slight violet tint. It is not at all uncommon for the 
crystals to show patches of different shades of color. In 
fact, most of them run from clear violet to colorless 


crystal. In a few rare cases, according to Bauer, crystals 


Amethyst 


Fig. 1.—Rough 
Crystals from 
Brazil. 


Fig. 2.—Cut 
Gem Showing 
Step Cutting. 





Fig. 1 Fig. 2 


showing a second color, yellow or green, have been met 
with. But this is of more interest to the mineralogist 
than to the jeweler. 

Generally speaking, the amethyst crystal is cloudy. 
It is only the perfectly clear and transparent material 
that is cut as gems, and the value is estimated according 
to the transparency and to the depth of coloring. As a 
gem, amethyst is dichroic, but this feature is not equally 
prominent in all crystals, sometimes being well marked 
and sometimes hardly apparent. Of the two images 
seen in the dichroscope, one is more reddish and the other 
more bluish in color. 


The color of amethyst has been ascribed to the presence 
of various substances. It is most commonly considered 
to be manganese. The color, however, is affected by 
heat, for an amethyst will not stand high temperatures. 
Exposed to extreme heat, it loses its color and turns 
yellow. Sometimes the so-called quartz topaz is pro- 
diced by burning amethyst. 

Crystals of amethyst are very common throughout the 
world and they sometimes attain a considerable size, even 
up to a foot in length. But the very large crystals are 
rarely transparent or uniformly colored, and very few, 
if any, have been found suitable for gems. However, the 
abundance of smaller crystals, clearly transparent and 
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uniformly colored, gives a plentiful supply of gem stones, 
and, therefore, amethyst is not at all expensive. 


Most of the amethyst 


used in the trade today comes from Brazil and its neigh- 
boring country, Uruguay; the medium grades often being 
commercially designated as Brazilian amethyst, while the 
rich dark purpose stones are referred to as Uruguay 
amethyst. At one time, however, the best known amethyst 
was found in the neighborhood of Oberstein, along a 
tributary of the Rhine, and a large amount of it used 
to be cut in the famous lapidary works of that German 
city. The local supply, however, has been long exhausted, 
and though amethyst is still cut at Oberstein on a large 
scale, the rough material has to be imported. 

The amethyst pebbles found in the gem-gravels of 
Ceylon are really the finest known and are superior even 
to the Brazilian stones, but they are not plentiful. 
Amethyst is also found in several localities in the Ural 
Mountains and, in small quantities, the gem is found in 
many sections of the world. In the United States, 
amethysts are very plentiful, but hardly in sizes or in 
qualities that make them suitable for gem cutting. How- 
ever, some of the very fine reddish purple and pink 
amethysts have been found in North Carolina and Vir- 
ginia, and some of these are equal to the very best speci- 
mens from the Urals or from Uruguay. 

Amethyst is particularly appropriate as a gem for rings, 
and in men’s jewelry as well as women’s it is often used. 
As a precious stone, it is dedicated to the bishops and is 
used in the bishop’s ring. 

Amethyst is cut in various forms and frequently as a 
table-stone or in a step-cut, as shown in the illustration 
at the left. In olden times amethyst was used for seal- 
stones and engraved with various devices. It was also 
fashioned into larger objects. 


The quartz or 


occidental amethyst must in no way be confused with the 
“oriental” amethyst, which is a pure corundum crystal; 
in fact, a purple sapphire. The oriental amethyst is far 
harder and heavier, but, according to some authorities, 
these are very seldom found in a distinct purple color 
and have little commercial importance. 

Violet fluor-spar or “false amethyst” is very much like 
amethyst in appearance, but is heavier and very much 
softer, being -but 4 in hardness while the amethyst is 7 
in Moe’s scale. 

Amethyst has a specific gravity of 2.5—2.66 and an 
index of refraction of 1.54. 

In ancient days amethyst was popular among Romans 
and Greeks due to the belief that the wearer could drink 
copiously without suffering the effects of drunkenness. 





44 THE JEWELERS’ CIRCULAR February, 1932 











Established 1866 





Office and Cutting Works 
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WORTHWHILE WINDOWS 


By 
POLLY PETTIT 





he store has specialized 


in diamonds and watches for a number of years, doing 
very little with costume jewelry and novelties. We are 
taking larger quarters on March 1, where we will carry 
a greater variety of merchandise, and wish to put more 
of a feminine appeal into our windows. What would 
you suggest for this purpose? L. T. S. 
Answer—Since you are moving to larger quarters 
March 1 that will be the psychological moment to insti- 
tute a new and more expansive window display policy. 
Above all, put this work into the hands of one man or 
woman who can devote his or her time to windows ex- 
clusively. It is a full-time job requiring concentrated 
effort if the full value of your windows is to be realized. 
The feminine appeal is important and may be effected 
in many ways, always remembering to associate with the 
jewels you are showing the logical feminine accessories. 











Materials Used in Display 


One yard of chiffon for draping and model. 
Mirror. 

Handbag. 

Cigarette Case. 

Vanity. 

Bracelet, Clip Pins and Fan. 








eee 
——- 


i] 
| 
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AND HOW TO PLAN THEM 











FEBRUARY SUGGESTIONS 


The Bi-Centennial of Washington’s birth will be 
celebrated throughout the land during February. 
The jeweler will reflect credit upon his establish- 
ment if he will devote his window to a “tribute” 
display, in which no merchandise should appear for 
sale, but by means of some Washington memento, 
acknowledge his own and the community’s reverence 
for our First President. Some wise and timely 
quotation from the writings of Washington should 
appear in the window together with a portrait, a 
bust, an autographed letter or scenes from the life 
of the great General. The flag may be shown in 
a tribute window, according to the federal rules 
for showing the flag. In another window the 
jeweler may appropriately show his Colonial silver, 
together with some patriotic insignia. 

Washington’s coat of arms may be shown in 
connection with your stationery and engraving. A 
print showing the Signing of the Declaration may 
be used with your pen and ink stands. Reproduc- 
tions of The Declaration of Independence on parch- 
ment can be secured from almost any print shop. 











For example, with a jeweled necklace and bracelets, show 
a ladies’ hand mirror from one of your dresserware sets, 
a hand bag for evening wear with vanity and lipstick, an 
elaborate wrist watch and a lorgnette set with diamonds. 


(Turn to page 49) 
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How Diamond Production Has Been Curtailed 


Sir Ernest Oppenheimer's report to De Beers shareholders tells 
of steps taken to control all of these gems in South Africa 


Lonpon, Jan. 2.—The remarks of Sir Ernest Oppenheimer 
chairman of the board of the De Beers Consolidated Mines 
Ltd., made at the 43rd annual general meeting of the share- 
holders, have been fully published in this country and have 
brought different reaction from different elements of the busi- 
ness world. The meeting was held Dec. 18 at Kimberley, 
U. of S. A., but the press here has treated it fully, Sir Ernest 
who presided addressed the shareholders in’ moving the adop- 
tion of the directors’ report and accounts. 

Financiers and shareholders here have found little encour- 
agement in much that he stressed but the very things that 
tended to distress them has encouraged the diamond trade to 
some extent as the factors and measures that curtailed the 
income of the stockholders tended to strengthen the position 
of the diamond market generally. 

After analyzing the figures of the balance sheet Sir Ernest 
told of the reasons for suspension of the operations at the 
Dutoitspan diamond mine and in speaking of the “diamond 
account” of the “profit and loss” enumerated, said that the ac- 
count amounted to £679,553 as against £3,262,665 last year, 
which showed how greatly the trade had contracted. 


CONTROL OF OTHER COMPANIES 

The chairman mentioned that, following on the acquisition 
by the company of control of the New Jagersfontein Mining 
and Exploration Co., the Consolidated Diamond Mines of 
South-West Africa and the Cape Coast Exploration, the De 
Beers company had been appointed secretaries and consulting 
engineers to those companies as well as to the Premier (Trans- 
vaal) Diamond Mining Co. and the Koffyfontein Mines, Ltd., 
control of which latter companies had for some time been in 
the hands of De Beers. 

From July 1 of this year, said Sir Ernest, the state of the 
company’s funds had made it essential for it to work on a 
reduced scale, but even so, although it had been prevented 
in this way from paying its preference dividend, no employes 
had been dismissed. 

It had now unfortunately reached the stage when the dimin- 
ution of its cash resources and the loss due to the exchange 
position would make further economies essential. The policy 
would be rather to do work that would be useful in the future 
than to produce diamonds in view of the way in which it had 
realized and acted up to its responsibilities as a national 
industry. 

SOUTH AFRICAN GOVERNMENT COOPERATION 


He thought the company had the strongest claim on the 
sympathetic consideration of the Government in the future. 
The Government had learned more of the industry, and they 
had abandoned the somewhat unsympathetic attitude they had 
adopted toward it in the past, and had agreed to cooperate 
with the company in a number of ways in order to meet the 
present crisis. 

In the first place, by their active cooperation, the Government 
had made it possible for parity of prices to be maintained in 
Kimberley, London and Cape Town, and this would be made 
easier now that a standard assortment and standard prices 
had been laid down by the Diamond Corporation for London 
and Kimberley, and to this assortment and price level the 
Government intended to adhere. 

Secondly. the Government were also increasing their efforts 
to combat illicit diamond buying, and, thirdly, in so far as 
they were producers, and the government had accepted their 
responsibilities as such, they had adopted a quota and done 
everything possible to prevent diamonds being forced on the 
market. 

ALLUVIAL PRODUCTION 


Fourthly, the Government was shaping its policy with re- 
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gard to the proclamation of new fields. In the interests of 
the diamond trade as a whole, the individual digger no less 
than the big producer, it.was particularly important that the 
alluvial production should not in the future assume the same 
immense and unreasonable proportions as in the past, for since 
the individual digger could never afford to keep his diamonds 
the whole of whatever alluvial production there had been had 
been sold without regard to the state of the market. 

Thus, by allowing due weight to this factor when consider- 
ing whether or not to proclaim new farms and by adopting a 
quota for themselves, the Government had insured that the 
amount of the trade left for the conference producers, on whom, 
after all, large communities depended, should be as large as 
possible. In the present depressed state of affairs the Govern- 
ment had taken large powers to protect the diamond industry. 
and it was prepared to use those powers. The confidence that 
they had that the Government would continue its cooperation 
and its assistance was of the greatest benefit to the trade. 


MEETING THE CRISIS 


The chairman then summarized the steps that had been 
taken to meet the present crisis—namely: 

Firstly, the production of diamonds in the Union had to a 
large extent ceased, or where this had not been possible it had 
been drastically reduced. Second, the conference producers 
had agreed to postpone deliveries of diamonds, and in this way 
it would be possible for stocks in the hands of the Diamond 
Corporation and the trade to decrease. 

The producers in Angola, Congo and West Africa had agreed 
to supplement and support the efforts of the Union producers. 

Third, the Diamond Corporation had adopted a standard 
assortment and fixed standard prices in gold. Fourth, with 
Government assistance parity of prices had been fixed between 
London, Kimberley and Cape Town. Thus every effort had 
been made to restore confidence in the diamond trade by put- 
ting the production and selling on a really sound basis, and 
although real revival in the diamond trade could only come 
with a general trade revival, the steps that had been taken 
should result in a prompt response in the industry to any such 
improvement when it came, for, by these steps, it might rea- 
sonably be expected that confidence in the permanent value of 
the diamond would be restored and strengthened. 


NEW DISCOVERIES 


In conclusion, the chairman referred to the talk of the danger 
of new discoveries about which so much had been heard. That 
a large amount of diamonds should be known to exist in the 
world was not in itself a danger to the trade, but what must 
be avoided was the exploitation of those discoveries in such a 
way that production outstripped demand. It was with the 
object of preventing any such irrational exploitation that the 
company had acquired the controlling interest in other im- 
portant diamond-mining companies in South Africa. 

The cooperation between the company and the Government 
and the close relations that had been established with the 
producers outside the Union all calculated to ensure that this 
object should be attained, and in addition, the efficient geological 
department that had been established for the purpose of watch- 
ing new discoveries was of great security to the trade. 


THE DEPUTY CHAIRMAN’S ADDRESS 


Sir Frank Meyer the deputy chairman, seconded the motion 
for adoption and in the course of his remarks emphasized the 
absolute necessity of stability in prices if the world was to 
remain willing to purchase diamonds. He pointed out that 
the steps that had been taken during the past two years with 
the cooperation of the Government had brought the industry 
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ESTABLISHED 1860 


EICHBERG & CO. 





Cutters and Importers of 


DIAMONDS 


511 FIFTH AVENUE 
NEW YORK 


CUTTING PLANT 
155-157 Summit Street 


_ NEWARK, N. J. 


AMSTERDAM OFFICES ANTWERP OFFICES 
47 Sarphatistraat 90 Rue du Pelican 



























































































































































































































































































































































































































































































































































































































































































































































































































































































































































nearer to the attainment of complete control of production and 
to sales through one channel than had ever been the case 
before. 

It was in the light of that fact that shareholders should 
consider individual transactions which had led to that position. 

He referred to the formation of the Diamond Corporation 
and the purchase of shares in other diamond companies giving 
the De Beers company control of the management. 


GREAT STEP FORWARD 


They had been successful in rationalizing the diamond in- 
dustry both horizontally and vertically. As a result of the steps 
taken, De Beers had the deciding vote in the sell:ng organiza- 
tion as well as in the production of diamonds. The South 
African diamond industry now spoke as a unit and with one 
voice, assuming, as he felt sure they could, the continuance of 
Government cooperation. It was this which had enabled the 
recent discussions with the Belgian and Portuguese producers to 
be brought to a successful conclusion. He sincerely believed 
that had these steps not been taken there would have been a 
complete collapse in the diamond market, from which it might 
have taken a generation to recover. 

The present price of the shares naturally gave anxiety to 
shareholders, but he might be forgiven for reminding share- 
holders that on three previous occasions in the present century 
sales of diamonds had practically ceased. Preference as well as 
deferred dividends had been postponed, and mining operations 
had ceased or been curtailed on each occasion. The depression 
had been followed by a revival which had enabled all arrears 
of preference dividends and substantial deferred dividends 
to be paid and large reserves had been built up again. 





Worthwhile Windows 
(From page 45) 


Show also a pair of long white gloves, loaned to you for 
the purpose, a feathered fan, or a ladies’ evening scarf. 











In other words, arrange a tableau of articles which sug- 
gest a single idea essentially feminine. 

Portraits of faraous bejeweled women in _ history, 
Madame DuBarry, Madame Pompadour or Queen 
Elizabeth in all their finery would all lend a feminine ap- 
peal to your display of diamonds. A plaster reproduction 
of Venus di Milo, symbol of feminine beauty, would 
achieve the same purpose. The same logical method of 
creating feminine appeal should be carried out with your 
new line of semi-precious jewelry for street and day wear, 
using a purse, a smart hat with clip pin attached and a 
fur neckpiece or silk scarf. Your velvet covered neck- 
lace forms may be draped with a yard of silk to suggest 
a costume with jewels of a contrasting color. 

The feminine appeal can be instilled into your silver 
windows as well. If the subject is carefully chosen pic- 
tures will invariably help to convey this appeal—a bride 
or a bridal scene, or a picture of a tea table laid in a 
garden, used as a background for your silver, will increase 
the sentimental interest in silver and make a direct appeal 
to the feminine heart. 





Dana H. Adams has recently joined the sales force of 
Concord Silversmiths, Concord, N. H. He will repre- 
sent this company in the north central and middle western 
States and expects to make his initial showing of the new 
sterling flatware and hollowware to the trade in February 
and March. He is well known in the jewelry and sil- 
verware trade, having represented the Gorham Co. from 
1922 until now. From 1905 until its consolidation with 
the Gorham Co., he represented the William B. Durgin 
Co., Concord, N. H. 
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MIKIMOTO PEARLS | 
GENUINE PEARLS CULTIVATED 


















These Facts Will Interest You 


Twenty-three years of experiment were spent by 
Mr. K. Mikimoto in developing a perfectly 
spherical culture pearl. 


The pearl divers at Tatoku are sun-tanned 
young women from 18 to 35 years of age. 
Women are preferred for this work because 
they are able to work under water longer. 


Oysters are four years old before the culture 
operation is performed. Then six years of care 
by the diving girls must follow before a sizable 
pearl can be expected. 


Approximately one-fifth of the oysters treated 
die. One-fifth do not produce pearls. Of the 
producers, only 5% yield first-grade pearls. 


Seventeen patents have been granted to Mr. 
Mikimoto for details in producing pearls and 
for hatching and caring for the “spat,” or young 
pearl oysters. 


The pearl culture farms of Mikimoto, which 
are eight in number, cover an area of 40,380 
acres. Over one thousand people are employed 
and more than eighty buildings house the vari- 
ous operations. 


Mikimoto Pearls are excellent merchandise and 
sell profitably. 


K. MIKIMOTO 


551 FIFTH AVE., NEW YORK, N. Y. 


Head Office: GINZA, TOKIO 


Branches: 


KOBE—36 NAKAMACHI 
LONDON—119 REGENT ST., W. 1. 
PARIS—34, RUE DROUOT, 9E ARRT. 
BOMBAY—BULLIONS EXCHANGE BLDG. 


Pearl Culture Farms: 


GOKASHO BAY AND AGO BAY, MIEKEN 
OMURA BAY, NAGASAKIKEN 


ISHIGAKJMIA, RIUKIU, JAPAN 
DH NANAO BAY, ISHIKAWAKEN PALAO ISLAND 
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British Gem Market 


Diamonds as an Investment Get Favorable Consideration; 
Stocks Generally Very Low 


Lonpon, Jan. 5.—No marked increase in business (at 
least, so far as diamonds and jewelry are concerned) is 
anticipated in the United Kingdom until April, 1932. 
By that time it is conceded the movement that is stirring 
the heavy industries of the north will have communicated 
itself to luxury lines. 

Regarding the diamond and jewelry industry the ten- 
dency for folks with money to invest is to acquire some- 
thing that is safe and negotiable throughout the world. 
Diamonds of quality lend themselves to this type of in- 
vestment. Holborn Viaduct says there is little doubt 
that the reaction of a falling pound on so-called gilt- 
edged securities is such that the diamond as a safe and 
tangible asset carriers a big appeal to a lot of people. 
The doubts held by investors in connection with “gilt- 
edged” securities naturally are giving a much-needed 
filip to the diamond industry. 

Although Christmas trade was affected to some extent 
by the economy urge that has taken hold of the country 
jewelers did much better than they had hoped to do. 
Diamond stocks now held by manufacturer and retailer 
are getting dangerously low. A good volume of purchases 
will be necessary between the New Year and Easter if 
spring demand is to be met effectively. 


SALE OF BAVARIAN CROWN JEWELS 


The sale, just before Christmas at Christie’s, of the 





Bavarian Crown jewels, brought one or two surprises, 
the chief of which was the lack of professional interest 
in the much-boomed Wittlesbach blue diamond. It was 
withdrawn after the bidding had reached a few thousand 
pounds. More interest was shown in the wonderfully 
colored emeralds and the magnificent tiara of brilliants 
formerly worn by the eccentric King Ludwig I. The 
pick of the gems went to a Paris house of jewelers. 


SPANISH ROYAL GEMS 


Some interest for sentimental reasons is likely to at- 
tach to the disposal of Spanish royal gems reported to be 
earmarked for sale here shortly. The Queen of Spain’s 
collection of gems is estimated to be worth around $2,- 
000,000. Although the bulk of the Spanish crown jewels 
was confiscated when Alfonso and his queen fled their 
country last April the royal private collection was smug- 
gled out of Spain successfully. If this collection is placed 
in London it most likely will be by negotiation rather 
than by auction. The prices obtained at the sale of the 
Bavarian pieces mentioned above likely will influence the 
Queen of Spain against a public sale. The private col- 
lection includes the wonderful crown of diamonds, a 
tiara of superb emeralds and diamonds, and a number 
of matchless diamond, turquoise, pearl and jet necklaces. 





The Seth Thomas Clock Co. announces the appoint- 
ment of Raymond J. Costigan as assistant sales manager. 
Mr. Costigan has been a representative of the company 
in the Philadelphia area for the past six years. 




















Stones and Pearls. 


Rubies - Emeralds. 


For your, or your customers 
approval, we will be pleased to 
submit a selection of Star 
Sapphires in Ladies’ or Men’s 
Rings and in Cuff Links. A 
large stock of Unmounted 
Stones on hand for all your 
needs. 


We are prepared at any time to cooperate with you on your 
calls for Emerald-cut and Marquise Diamonds, Precious 


Fancy-Shaped Diamonds - Sapphires - Catseyes - 











20 WEST 47th STREET 





GEMS OF 
THE MODE 


JEROME RICHHEIMER 


NEW YORK 
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STAR SAPPHIRES 


Gems of Fascination 





The Gift to Her Fiancé 


The bestowal of a gift upon her betrothed by the 
fiancée is a charming custom that breathes the 
romantic spirit of the engagement period. The 
Star Sapphire Ring is suggested as being a par- 
ticularly suitable gift for this occasion. 


An extensive line of Star Sapphire rings for 
men and women, also cuff links and dress sets. 


LOUIS N. MARX 
551 FIFTH AVE. NEW YORK 
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GENUINE 


CULTURED PEARLS 


DIRECT FROM FISHERIES 


Largest assortment—the best obtainable qualities— 
at competitive prices. 


GENUINE ZIRCONS 
STAR SAPPHIRES 
ORIENTAL SAPPHIRES 
RUBIES—EMERALDS 


PAPAZIAN BROTHERS 


DIRECT IMPORTERS 
2 West 46th Street New York City 
Antwerp: 26 Rue des Fortifications 
BRANCH OFFICES: 


Kobe, Bangkok, Bombay, Colombo, Singapore, Hong Kong, 
Shanghai 











Annual Dinner of Chicago Jewelers Association 
Held Jan. 21 


Cuicaco, Jan. 22.—While the attendance was smaller 
and the entertainment and trimmings less pretentious. 
than at recent annual dinners of the Chicago Jewelers. 
Association the one held at the Palmer House in the Red 
Lacquer room last night was a most enjoyable affair and 
the reputation of this organization for good fellowship 
meetings over a period of 57 years was maintained. 

In welcoming the approximately 300 present President 
Becken stated that while the officers and members of the 
social relations committee had been reluctant to dispense 
with the banquet features they felt that this was no time 
to flaunt false show of prosperity. He congratulated G. 
V. Dickinson chairman of the jewelry division of the 
Joint Emergency Relief Fund, and the industry for the 
contribution of several thousand dollars more than the 
quota assigned in this worthy cause. He further stated 
that while they were willing to forego the lavishness of a 
banquet they were unwilling to relinquish the opportunity 
to fraternize in good fellowship. 

Following the talk of Mr. Becken, Claud Wheeler was 
recognized and with appropriate remarks presented to the 
association a framed photostatic copy of what is believed 
to be the first recorded account of a C. J. A. annual din- 
ner, the fifth, which was held at the Palmer House on the 
night of Dec. 30, 1879, and recorded in the February, 
1880, issue of THE JEWELERS’ CIRCULAR. 

On behalf of the association, President Becken thanked 
the publishers of THE JEWELERS’ CirRCULAR for this 
document which he stated would be placed in a promi- 
nent place in the archives of the organization. He then 
requested Secretary Louis Goldman to read the story of 
the fifth annual dinner and the reading of this proved to 
be one of the most interesting features of the evening. 

The social relations committee, of which Harry Radix 
is chairman had prepared a very entertaining program of 
music and vaudeville which was enjoyed to the utmost. 
At the conclusion of this the meeting adjourned informal- 


_ ly and many remained to play cards. 





Jewelers Square Club of New York Installs 
Officers for Ensuing Year 


The Jewelers Square Club of New York held its 
annual installation of officers on Jan. 4 at the Hotel 
Piccadilly, 227 W. 45th St. Past President Benjamin 
Cohen officiated in the ceremony. The following officers 
were installed: President, Edmund J. Flint, Jr.; vice- 
president, James E. Thiese; treasurer, William B. Peck; 
secretary, Harry Levy, and sergeant-at-arms, Joseph 
Smolin. 

The event was celebrated by a dinner and show and 
the gathering, which numbered more than 100, thorough- 
ly enjoyed the evening. Several of the high officials of the 
National League of Masonic Clubs attended as guests. 





De Heer Henri R. M. Van Hoff, 17-year old boy 
orator from Overveen, Holland, won a championship cup 
in the sixth international oratorical contest for high 
school students held recently at Washington, D. C. The 
sterling silver trophy was designed and fashioned by 
craftsmen of The Watson Co., Attleboro, Mass. 
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Annual Meeting of the Brotherhood of Travel- 
ing Jewelers 

The Brotherhood of Traveling Jewelers met on Sat- 
urday, Jan. 9, at the New York Athletic Club, 57th St. 
and Central Park South, for its annual election of officers. 
The meeting was well attended, there being more than 
200 members present. 

President G. H. Neimeyer called the meeting to order 
at 2.15 p.m. The results of the election were as follows: 
President, G. H. Neimeyer (reelected) ; vice-president, 
William V. Laurino; secretary and treasurer, A. L. 
Woodland (reelected); William J. McQuillin and 
Daniel Price were elected to serve on the executive com- 
mittee for a term of two years. 

In the president’s address, Mr. Neimeyer spoke of the 
trend toward cheaper jewelry. He compared the situa- 
tion of several years ago with the present, indicating that 
the novelty jewelry of those days was designed after fine 
platinum creations but that today, many of the popular 
designs originate in Czecho-Slovakia. 

The secretary, Mr. Woodland, in his annual report 
announced that there are now 400 members in the broth- 
erhood, an increase of five over the previous year. 

Mr. Neimeyer spoke feelingly of the deaths of Harry 
€. Larter and Charles T. Dougherty, both of whom had 
been very active members of the Brotherhood. Mr. Larter 
was a past president and had been a director for years. 

The nominating committee chosen for the year consist 
of A. C. Braun, C. H. Conant, A. B. Sutherland and W. 
4G. Rattey. Mr. Woodland read the names of the de- 
ceased members who had passed away during the past five 
years, after which David B. Pickering read the Brother- 
hood Poem. The meeting was then turned over to the 
“Traveling Jewelers’ Association. 


TRAVELING JEWELERS ASSOCIATION 


After the reports of the officials of the Traveling Jewel- 
ers’ Association had been submitted the following men 
‘were chosen to serve on the nominating committee for 
1933: Louis Berger, John Wilcox and Harold Knight. 

Following the meeting a buffet lunch was served. 





Educational Jewelry Industry Accepts Trade 
Practice Rules 

WasHINGTON, D. C., Jan. 21.—The educational 
‘jewelry industry has accepted its trade practice confer- 
-ence rules following several changes suggested by the Fed- 
-eral Trade Commission. Ten of the rules were approved 
by the commission and designated Group I, while four 
“were accepted as Group II, expressions of the trade. The 
rules were originally adopted at a trade practice confer- 
-ence held June 27, 1930, in Chicago. 

The Group I rules concern such subjects as inducing 
‘breach of contract; defamation of competitors; giving 
money to employees of competitors without the knowledge 
-of their employers; secret payment of rebates; offering 
products for sale by false means of devices; shipping prod- 
ucts not conforming to samples; selling goods below cost 
with the intent of injuring a competitor; false marking of 
goods; obtaining information by misleading representa- 
‘tions; and enticing employees of competitors. 

Group II rules relate to false invoicing; accurate cost 
‘determination; truthful advertising, and a committee on 
‘trade practices. 
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ARE YOUR 
STOCKS 
UP-TO-DATE? 


We suggest filling them in with 
new quick-moving items from 
our 1932 catalog. 


Just off the press. 
J. W. JOHNSON 


14 MAIDEN QNILVERWARE 1 W. 47th 
LANE INCE 1869 STREET 


NEW YORK 
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What Is “Value” in Jewelry 
(From page 35) 


Then every retail sale, properly made, puts an additional 
‘possession value’ into the merchandise. But, done im- 
properly, it does the opposite. One is plus-value selling, 
the other minus-value selling.” 

The Old Veteran picked up the necklace, a novelty 
choker with three-quarter inch stones of onyx and crystal. 

“For instance, suppose a man says he wants a gift for 
his mother—has no idea what—in a hurry too. You 
show him this choker, mainly because you happen to be 
standing where it is handy. 

“You mention it is something new, youthful, stylish. 
He says to himself: ‘Patty should know his stuff—so it 
must be all right—I’ll take it.’ 

“But when his mother gets it her taste rebels. She 
sees there a bizarre atrocity meant for a flashy sub-deb, 
and entirely unsuited to a demure woman of 60. It in- 
spires no ‘joy of possession,’ the user’s measure of value. 

“She either wears it in agony or suggests to her son 
that something else might be better. To which his first 
thought is, ‘Well, I paid enough to get something nice. 
Patty doesn’t give a fellow much for his money.’ 

““That’s minus-value selling. The intrinsic, or factory, 
value, you see, was no measure of the value to the user. 

“But suppose you sold another man the very same 
choker, but meant for his snappy young daughter. She 
would be delighted. It would thrill her so she would 
show it off to her friends and brag about it to her father, 
saying possibly, ‘Isn’t it glo-o-rious! I wouldn’t take $50 
for it.’ 

“And the thought would pass through his mind, ‘Patty 
certainly does gives exceptional values for the money!’ 

“There again the mechanical value is no measure of 
the value to the user. 

“In those two cases the merchandise was identical, the 
price was the same, with equal value from your stand- 
point. But in the one instance this intrinsic value was, 
you might say, voided by careless, minus-value selling, a 
direct violation of the jeweler’s ‘oath of office’ I recited 
a moment ago. 

“In the other case the mechanical value was stepped 
up by intelligent plus-value selling. 

“Tt’s the age-old question, ‘Am I my brother’s keeper ?’ 
You may not agree but I insist the jeweler’s ‘oath of office’ 
obligates him to protect the interests of every customer 
in every possible way. In no other way can he give maxi- 
mum value—from the customer’s standpoint.” 

“You can’t mean to say, Old Vet,” Patty objected, 
“that a jeweler should pry into every customer’s private 
business ?”” 

“Tf you do it so it’s prying, no. If done as a matter 
of service, yes. “Take fountain pens. Everyone knows 
the prices, they pick a color and it’s a wrap up. 

“Yet I know a jeweler who invariably asks to see the 
handwriting of the person for whom the pen is intended, 
so he can select the proper point as well. He knows a 
gift that needs no exchanging has an added value in pos- 
session. 

“Think! The jeweler who is too lazy to inject his 
technical knowledge into the selling of his goods, just as 
he does into the buying of that goods, had just as well 
do his selling cafeteria style. 
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“So I say it is the jeweler’s duty to add the value of 
personal suitability to the intrinsic value of every gift. 

“When you come right down to facts, things are worth 
just what the customer thinks they are worth. That’s what 
counts in the merchandising world. 

“We laugh at the African bushman who trades a tusk 
of ivory for a few pounds of salt and a bright mechanical 
toy. He laughs at us when we trade tinkling, shiny silver 
dollars for a pair of ridiculous high heeled pumps in which 
no woman could trek through the jungles. 

“Tt is all a matter of ‘joy of possession,’ not a matter 
of intrinsic values. Value, like it or not, is a thing of the 
mind. 

“Two watches, exactly alike, leave the factory. One 
goes to a store with dusty windows, dim lights, jumbled 
stocks and a stubbly chinned proprietor who, when he 
shows it, tosses it out on a moth-eaten piece of plush—if 
one happens to be handy. 

“The other watch goes to a modern store, delightfully 
clean, efficiently arranged. ‘There the proprietor always 
uses his silk pocket kerchief to handle such a watch, lay- 
ing it out with all the loving care befitting a thing of 
great worth. Far and wide the prestige of that house is 
known and respected. 

“It cannot be denied that those two watches, having 
the same mechanical value, the same resale value, have 
an entirely different possession value in the minds of their 
respective purchasers. Mental values, moreover, are just 
as real, just as necessary to the customer’s satisfaction, as 
are intrinsic values. 

“Here’s what I’m driving at. We have all been taught 
over and over that customers go back where they get most 
value for their money. Right! No business principle 
works more surely. 

“Yet in many a community, we have observed trade 
gradually leaving the store that sold on the closest of 
margins, and flocking to the merchant who operated on 
longer profits. 

“And the jeweler who was losing out would shake his 
head sadly, with, “There’s no justice. People don’t know 
anything about values.’ 

“Whereas the deep seated trouble was that the mer- 
chant did not understand values, that is, values from 
the customer’s standpoint. The amount of your margin, 
Don Patty, does not determine the amount of ‘value’ to 
the customer. It is only one of the factors. 

“The value of possession is increased when the jeweler 
brings out the romance that is part of every piece of 
jewelry, when he stresses its individuality and when he 


points out the fine points that escape the customer’s casual ~ 


glance. 

“And almost every piece of jewelry has its particular 
‘type,’ especially suited to one type of person or one type 
of home. 

“Yet I often hear jewelers say, in one form or another, 
‘I don’t care what they buy things for, just so they buy 
them.’ 

“When trade drifts away from such a store it is doubt- 
ful if its proprietor could be persuaded the reason is be- 
cause he does not give good values—from the customer’s 
standpoint. 

“The jeweler who thinks from the other side of the 
counter is the one who gives the best values and is en- 
titled to the most profits.” 
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NEWEST IDEAS IN 
CLASS RINGS 


These rings are typical of styles that will 
be popuiar in schools this season. 


Extra profits await wide-awake jewelers who 
will give a little time to soliciting orders for 
our line of class and college jewelry in their 
home locality. 


The beautiful color combinations produced 
by combining red, green and white gold will 
appeal to your customers. Pin, 
Charm, and Key to match. 


We make a Complete Line of College, School, and 
Emblematic Jewelry—Sport Trophies, etc. 


Sample Ring Sent 
on Request to 
Responsible 
Jewelers 


HAVE NAGE 


17-19 THOMPSON STREET 
NEW YORK CITY 
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© Shamrock's swift, untrammeled lines, its knowing precision of balance 
made this modern pattern signally appropriate to celebrate the 100th 
Anniversary of Gorham's distinguished designing. 


Offered at the lowest price in history for Gorham Sterling in a beauti- 
ful duo-purpose cobra-grained leather case, the elegance of this 1932 
dinner service was instantly appreciated. 


The one new sterling pattern sold exclusively to retail jewelers, backed 
by a policy of price maintenance, priced in tune with the times, and 
extensively advertised in class publications. 


In the few months this pattern has been on the market 59 Metropolitan 
jewelers reordered 79% of their original orders to meet the popular, 
local demand. 54 representative customers in small towns reordered 
47% of their original investment by mail. Their original orders were 
not small in either case. 


Shamrock V, so fleet of line, precise in balance and proportion, and 
heavy in weight, is as appropriate to the breakfast nook of a modern 
bride as it is to the magnificent interiors of the celebrated yachts it 
now adorns. 


This new sterling takes its place triumphantly in the long line of aristo- 
cratic Gorham patterns. Our Master Craftsmen in making Shamrock V 
were inspired by the knowledge that whoever does a thing best will 
be accepted as the one who ought to do it. In replenishing 1932 stocks, 
Shamrock V should be your FIRST CHOICE! 


Gorham AMERICA'S LEADING SILVERSMITHS 
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A scene from “Old Man Minick” showing the use of “Hunt Club” silverware. 


Let the “Movies 
Alex retail jewelers 


are accepting every opportunity to promote sales of silver- 
ware and are constantly on the outlook for new ways of 
calling public attention to their offerings. Window dis- 
plays are excellent silent salesmen and the many attrac- 
tive windows seen nowadays are unquestionably in part 
responsible for the increased sales of silverware. ‘Then, 
too, the present low price has been a magnet which has 
drawn customer demand to this department of the jewelry 
store. 

New ways of building up sales are being developed 
from time to time and it has been suggested that there 
should be a closer cooperation between the retail jeweler 
and his local moving picture theater. If the jeweler will 
go to the trouble of keeping in touch with the pictures 
scheduled he will discover opportunities for tying up his 
window displays with these productions. 

The illustration shown herewith is from the moving 
picture production, “Old Man Minick” and shows the 
use of silverware in one of the scenes. Other moving 
picture scenes in other plays bring into use articles sold 
in a jewelry store such as cigarette cases, lighters, glass 
and china ware, watches, jewelry art wares and clocks. 

Whenever a popular moving picture comes to town the 
jeweler is offered an opportunity to feature in his display 
windows the teaset, jewelry, clocks, watch or other jew- 
elry store merchandise which is shown in the picture. 
This may be done in a number of ways. The jeweler 
may simply show the articles in the window with a neat 
card calling attention to the fact that the silver used in 
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Help Your Sales 


the production of the picture is the same pattern as that 
shown in the window. If he can arrange to get a photo- 
graph of the star of the production and one of a promi- 
nent scene showing the use of the articles these photo- 
graphs may be made a part of the window display and 
will serve to attract additional passerby attention. 


l, the illustration at 
the bottom of this page is another excellent example of 
how merchandise sold in a jewelry store is shown in a 
moving picture play. The scene is from “Men in Her 
Life.” Watch other picture shows for similar oppor- 
tunities to tie in window displays. 


Here in “Men in Her 
Life,” attention is called 
to a Ronson lighter. 
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WASHINGTON PATTERN—STERLING 








GREENWAY COURT PATTERN—PLATE 


| The Eight Sons of Eli again on the Air! 


On February 28th, Wallace brings back these favorite 

entertainers to help jewelers sell the Wallace line. Sundays 

at 2:00 P.M. over the Columbia Broadcasting System! 
We'll tell you more about these programs later. 


ee 





CELEBRATES THE 
WASHINGTON BI- 
CENTENNIAL WITH 
TWO TIMELY DESIGNS 


This year, the country-wide celebration of the Wash- 
ington Bicentennial will focus attention on the life and 
times of Colonial America. Wallace, as always, is alert 
to the style significance of this event . . . ready to help 
jewelers profit from this newly awakened interest in 
the most romantic period of our history. 


The Wallace Sterling Silver design, Washington, 
astonishes us every year with its sales records in both 
flatware and hollow ware. The Washington pattern is 
an aristocratic design. With its dignified simplicity and 
its solid worth, this design might well have decorated 
the austere yet hospitable dining room at Mt. Vernon. 
This pattern has stood the test of time and is today 
an honored classic in the Wallace line. 


A beautiful, new design in Wallace Silver Plate, 
Greenway Court, is reminiscent in its motif of the 
Georgian Silver that wealthy Colonials brought over 
from England. As you know, Georgian Silver was one 
of the great eras in silver designing, and Greenway 
Court, made with the masterly modern craftsmanship 
of Wallace, is certain of an enthusiastic reception. 


It will pay to tie-up with this timely merchandizing. 


R. WALLACE & SONS MFG. CO. 
Silversmiths © Wallingford, Conn. 


Upon request we will gladly send a represent- 
ative from one of our branch offices near you. 


MEMBERS OF THE STERLING SILVERSMITHS GUILD OF AMERICA 











Review of the Silver Market for 1931 


ANY events of far-reaching consequence in the 

financial and economic world have occurred during 
1931, but in spite of their importance silver has remained 
prominent in the public mind and press. However, be- 
fore discussing the silver situation in detail the follow- 
ing statistical data will be of value. 


PRODUCTION IN 1931 


Information now available indicates a material decline 
in world production for 1931 from the previous year’s 
total; in fact, we must go back ten years to find a com- 
parable figure. Our estimate is 196,100,000 ounces, of 
which the United States supplied 31,400,000 ounces, 
Mexico 88,900,000 ounces, and Canada 20,400,000 ounces. 
South America contributed 19,700,000 ounces, the major 
portion from Peru, and all others 35,700,000 ounces. 
Expressed in percentage, the shrinkage from last year’s 
figures is approximately as follows: United States 38 per 
cent, Mexico, 15% per cent, Canada 22 per cent, South 
America 16 per cent, others 1314 per cent and world 
total 20% per cent. 

Additional supplies other than newly mined metal have 
also shown a decrease, and, except for the usual Indian 
Government sales, have come from different sources than 


in previous years. 
* * * 


No silver came upon the London market as a result of 
the debasement of British coinage. A certain amount 
was undoubtedly obtained from this source by the Royal 
Mint, but was re-coined for other governments. 

The total amount of silver arising from demonetization 
and Indian Government sales during the past 12 months, 
therefore, came to 59,500,000 ounces, as compared with 
71,500,000 ounces in 1930; and, consequently, total offer- 
ings upon market, including new production, were 255,- 
600,000 ounces in 1931, against 318,300,000 ounces in 


the previous year. 
INDUSTRIAL DEMAND 


Only a relatively small proportion of the annual sup- 
ply of silver is used in the arts and industries. In 1931 
we estimate consumption for this purpose at 10,000,000 
ounces in England and 30,500,000 ounces in the United 
States and Canada; and, although an increase over the 
previous year is shown, the total demand from these prin- 
cipal users amounts to less than 16 per cent of world sup- 
plies. 

England’s enlarged consumption from 6,000,000 ounces 
to 10,000,000 ounces is noteworthy, and undoubtedly 
represents the stimulating effect of lower prices. In 
Mexico a scant million ounces at most is absorbed in 
the arts, although we learn that the native hand-made 
silverware is becoming increasingly popular among tour- 
ists. Silver is used for industrial purposes elsewhere 
throughouut the world, but, unfortunately, accurate in- 
formation is lacking, except for the United States and 
Canada. 

In these countries more than 50 per cent of the silver 
used is manufactured into sterling silver articles, and 





(Extract from a report issued Jan. 3 by Handy & Harman) 
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1931 shows a substantial increase over 1930 in this field. 
The price of silver bullion is not such an important fac- 
tor in the production of the finer grades of silverware, 
where art and craftsmanship are the principal items of 
cost. On the other hand, the price level of silver has 
been reflected in the selling price of sterling silver table 
and decorative wares offered in the medium or low- 
This has developed considerable addi- 
tional business, and has opened up new channels of dis- 
tribution which will undoubtedly continue to expand as 
long as the price of silver bullion does not advance mate- 
rially. The low price of silver has also resulted in an 
increased use of sterling silver in the manufacture of 
jewelry to replace base metals in the cheaper grades of 
articles. 

Consumption in the photographic and chemical fields 
has remained at about the same level as in 1930, but there 
has been a falling off in silver plated ware, despite con- 
siderable activity in certain branches of the trade. 


New Uses 


Although some new industrial uses have been developed 
for silver in solders and brazing alloys, general business 


-conditions handicapped the expansion of this market, and 


a decline in demand resulted. Because of the lower price 
of silver, it has been presumed that many new uses for 
the metal could be found in industry; but even though 
considerable money is being spent for research and ex- 
perimental work, as yet no new industrial outlets have 
been discovered which will absorb any appreciably greater 
amounts. It must be remembered that even at low prices 
silver is expensive compared to the cost of other metals 
with which it competes. At 30c. per troy ounce, pure 
silver is worth $4.37 per avoirdupois pound. 


TARNISH RESISTING ALLOYS 


Statements have been made in reports of committees, 
in articles in trade papers and by men publicly discussing 
the future of silver, that little if any effort has been de- 
voted to the production of silver alloys that will not 
tarnish. On the contrary, casual inquiry would have 
disclosed that a large amount of effort has been expended 
during the past eight or ten years in this direction. Ex- 
tensive work has been done in our own laboratory, and 
prominent metallurgists at the United States Bureau of 
Standards and throughout this country and abroad have 
investigated this subject; and it is probable that the total 
amount of time and effort directed toward producing non- 
tarnishing sterling silver would be equivalent to the ex- 
penditure of hundreds of thousands of dollars. However, 
up to the present time, no non-tarnishing sterling silver 
alloy has been discovered. Tarnish-resisting sterling sil- 
ver alloys and alloys of lower silver fineness which have 
been produced do not compare favorably in some of their 
physical properties with the standard sterling alloy. 


CoINAGE 


Purchases by the United States Mint for subsidiary 
coinage amounted to 2,400,000 ounces. Germany has 
increased the amount of silver coinage in circulation, and 
presumably her larger bullion purchases were for this 
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Concord 


MAKERS OF STERLING 








, | ‘HE question of deciding to whom Concord Silver- 
smiths, Inc., would sell its merchandise was ex- 
tremely easy and pleasurable to solve—in fact, it solved 


itself. 
G8 


No research or study was necessary in this connection 
since those concerned with our sales policy knew in- 
tuitively the type of establishment peculiarly fitted to 
represent us to the brides and gift givers of the country. 


U8 


THE CREATIONS OF CONCORD SILVER- 
SMITHS, INC., WILL THEREFORE BE CON- 
FINED STRICTLY TO HIGH GRADE RETAIL 
JEWELRY STORES. 


CONCORD SILVERSMITHS 


INCORPORATED 
New Hampshire 
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SILVER EXCLUSIVELY 























purpose. Rumania, also, is reported to be substituting 
silver coins for paper notes of certain denominations, and 
we understand that Czechoslovakia has issued silver notes. 
* * * No Hongkong dollars were coined in 1931, but 
a considerable quantity of bullion is held in London 
against the Hongkong note circulation. 

The necessity for governmental economy on the part of 
the European nations has been responsible for demonetiza- 
tion during the past ten years, and because this necessity 
still exists, it seems unlikely that any general change of 
policy will occur at the present time. If, however, a real 
need for subsidiary silver coinage should arise, it would 
do much to restore confidence in, and to improve the 
price of, the metal. 


INDIAN DEMAND 


We estimate India’s consumption of silver during 1931 
at 57,000,000 ounces, equivalent to a decline of about 40 
per cent from the 1930 figure. Political uncertainty, 
trade stagnation, and lower prices abroad for Indian 
products are responsible for this decrease. 

Native opinion has been generally hostile to the rupee 
ratio of ls. 6d. gold which was established by law in 
1927, on the grounds that economic depression in India 
has been increased by the maintenance of this high valua- 
tion. Since the rupee is linked to the pound sterling and 
the pound is no longer at the gold parity, it follows that 
the gold value of the rupee has been reduced, although 
by means other than statutory enactment. We shall, 
therefore, have the opportunity to see whether this de- 
preciation in the currency will improve internal condi- 
tions and stimulate exports sufficiently to bring about an 
increase of silver imports. * * * 


CourRsE OF THE MARKET 


After two years of steadily receding prices, the silver 
market, during 1931, showed definite signs of a change 
of trend. At the beginning of the year a violent decline 
was in progress which continued until the middle of 
February and established new record lows of. 2534c. in 
New York and 12d. in London, and these prices were 
almost duplicated later when 26c. and 12%d. were 
quoted at the end of May. 

On the other hand, for the first time in over two years 
silver has demonstrated its ability to rally substantially, 
and recently the average monthly prices have shown an 
upward tendency; but, of course, the materially higher 
quotations in London and Bombay after September 21st 
must be discounted because they represent in part an off- 
set to depreciated sterling and rupee exchange, the latter 
being linked to the British pound. 


AVERAGE QUOTATIONS 





New York London 
1931 Official Spot 

MED <.caccweadsouantusas 29.423¢. 13.810d. 
ROE (Gila si caer bw coetnaws 26.733 12.432 
NE oie edecdiunuese Gees 29.192 13.524 
MAME Sac Glasigidctaduhara de. 28.279 13.120 
5 |” RRR OE 27.650 12.858 
MO deena Cu araccs gd este saat om ere 27.250 12.707 
SCARE RT ERTS ees 28.255 13.197 
fT Re CO Te 27.524 12.815 
CRN «sce eas daecee ewes 28.180 14.101 
MEIN Civics eesce Cesta uewes 29.538 17.153 
PROMO kc baevies Ke euaweae 32.223 19.393 
December ...... i tciotesba 30.120 20.023 
Average for t931........ 28.701 ° 14.594 
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We are the only manufacturers of the Beautiful 


Baltimore Rose Repousse flatwear. 


Reduced prices still in force. 
shows an upward tendency. 


Prices on our Baltimore Rose have not advanced 
and still remain the lowest in the history of the in- 
dustry, and are subject to change without notice. 


TEA SPOON MEDIUM 
MEDIUM FORKS 
MEDIUM KNIVES 
OYSTER FORKS 
SALAD FORKS IND. 
BOUILLON SPOONS 
CREAM SOUP SPOONS 
BUTTER SPREADERS 
ICE CREAM FORKS 
ICE TEA SPOONS 
SUGAR SPOON 


GRAVY LADLE 
OLIVE FORK 
LEMON FORK 





The silver market 


$10.00 
24.00 


15.00 
12.00 
15.00 
18.00 
1.25 
2.00 
2.25 
3.25 
1.25 
75 


Retail Prices—Subject to Discount 


We also make a complete line of tea sets and dinner 
sets repousse chased. Matching odd pieces in sterling 


silver our specialty. 


The Schofield Company 


Designers and Makers of Sterling-Silverware 


Joseph D. Little, Manager 
Baltimore, Maryland 


Established 1871 
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‘Creasure’ 
Solid Silver 


~ a 


STERLING 925/1000 FINE 





AMERICAN DIRECTOIRE 


Dominating in the new 1932 lines of furniture and 
furnishings for the home is the influence of the 
Directoire style. While, during the past year, early 
19th Century styles were introduced to a notable de- © 
gree they will receive even greater emphasis this 
coming year. American Directoire, American Em- 
pire, Regency and Biedermeier (related styles) will 
mean the mode to the discriminating American 
woman this coming season. 


And so, with your nw AMERICAN DIREC- 
TOIRE pattern of Sterling Silver tableware you 
are in step with the very latest style movement— 
smartly correct and most appropriate for the mod- 
ern home of the new bride or the discerning hostess. 
Plus this, is the important fact that the AMERI- 
CAN DIRECTOIRE is one of the most beautiful 
and distinguished patterns of all times. 


Especially new and striking is the suave, graceful 
bend of the handle, the heavy roll top, its slender 
sweeping lines and luxurious weight. Equally ex- 
quisite is the hollow-ware, and soundly based on 
historic examples of the period. 


The initial sales of the AMERICAN DIREC- 
TOIRE would indicate a pattern of uncommon ap- 
peal, destined to become one of the most popular 
“Treasure” patterns ever created. 


ROGERS, LUNT & BOWLEN CO. 


Silversmiths 


GREENFIELD — MASSACHUSETTS 

















Annual Meeting of the National Jewelers 
Board of Trade 


The annual meeting of the National Jewelers Board 
of Trade was held Jan. 21 at 2.30 p. m. in the Board’s 
New York offices at 22 W. 48th St. With one exception, 
all officers were reelected. ‘They are: President, Sigmund 
Cohn; first vice-president, Clifford Lamont; second vice- 
president, Edward J. Detjen; treasurer, Julius Op- 
penheimer; secretary, B. L. Shinn. John W. Sher- 
wood has retired from his office of second vice-president 
due to an illness which restricts his activities, and is suc- 
ceeded by Mr. Detjen. 

President Cohn, in his address, reviewed the activities 
of the Board during the past year, touching on the laud- 
able achievements resulting from use of the Fighting 
Fund and other services which the board renders. He an- 
nounced that the work of the adjustment committee had 
been suspended until further notice but that it will com- 
plete pending cases. The committee, he said, will be pre- 
pared to resume operations at any time. Members were 
requested to refer matters of collection, etc., to the desig- 
nated attorneys in their respective districts. He also an- 
nounced that Messrs. Levisohn, Niner & Levisohn, desig- 
nated attorneys for the New York District plan to re- 
move to 366 Madison Ave. 

Reports from the four honorary vice-presidents, de- 
scribing conditions in their districts were read after which 
Mr. Shinn gave the secretary’s report for the year. He 
announced total embarrassments of 1088 during 1931, an 
increase of 42 per cent over 1930. This figure includes 
all branches of the trade. Of special significance was Mr. 


Shinn’s remark that “It is interesting to note that the 
increase in the number of embarrassments was greatest 
among instalment jewelers, followed respectively by re- 
tail jewelers and those doing both a wholesale and retail 
business.” In summarizing the efficiency of the board’s 
rating function he pointed out that 81 percent of the 
failures during 1931 were listed in the “limited” and 
“unsatisfactory” columns of the reference book. 

The report of the Fighting Fund, made by Herbert A. 
Wolff, of Greenbaum, Wolf & Ernst, general counsel for 
the board, listed 19 convictions as having been gained 
during 1931, with eight indictments pending. There was a 
total of 91 investigations during the year. 

Following the report of A. E. Levy on the Good and 
Welfare Committee work, the meeting was thrown open 
for general discussion on the question of continuing the 
work of the Adjustment Committee which report was 
submitted. 





MEETING oF New York District MEMBERS 


Immediately previous to the general membership meet- 
ing, members of the New York District elected the fol- 
lowing four directors to serve for a term of four years: 
Jacob Fine, of Max Fine & Sons, Inc.; Albert E. Levy, 
of England, Klein & Levy, Inc. ; Charles W. Sommer, of 
Charles W. Sommer & Bro., Inc., and St. John Wood, 
of J. R. Wood & Sons, Inc. Other directors elected were 
W. A. Henrich, of Albert Lorsch & Co., Inc., to fill the 
unexpired term of Otto D. Wormser, resigned, and 
Howard W. Boynton, of Handy & Harman, to fill the 
unexpired term of John W. Sherwood, also resigned. 





WASHINGTON 


STERLING 


Washington’s 
Card Tray, 
7% Ins. Long 


vvv 


No. 217 E. 38th St. 








Facsimile of Washington’s Sword, 8 Ins. Long. Letter Opener. 





This is a Washington Silver Year. Quick sales 
can be made. Special Reproductions made to order 


CURRIER &© ROBY 


SILVERSMITHS 


REPRODUCTIONS 


SILVER 


Used in the 
Washington 
Household 


vvvyv 


New York 
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Paul Revere No. 1799—Tea Pot and Stand 


Original pot inscribed 
To Edmund Hartt, Constructor of the Frigate, Boston 
mber of his fellow-citizens asa Memorial of rastate 
lity Zeal PY ate | Fidelity in the reyinvelaatels) of that 


American Navy, 1799 
ston Museum of Fine Arts Exhibit 














Paul Revere — 1768 Metropolitan Museum Exhibit 


‘To the memory ot the glorious ninety-two members of the 
House of Representatives of the Massachusetts Bay, who, undaunt 
ed by the insolent menaces of the Villains in Power, from a strict 


regard to Conscience and the Liberties of their constituents, on the 


30th of June, 1768, voted NOT TO RESCIND 





10 in. Dia. 5 in. High 








No. 217 « Dia. 4 in. High 

















if \\\ 
— 
No. 1801 
Original designed and wrought by our famous Paul Revere for 


John and Mehirabel Templeton, of Georgetown, Virginia who were 
married in 1795; bears engraved letters J. M 


Tea Pot and Stand 











Above is a decanter belonging to a 
brandy set said to have been used 
by President Washington. It is 
now in the American Wing of the 
Metropolitan Museum of Art. 


On the right is shown one of the 
service plates brought from Canton 
by Captain Shaw as a present to his 
commander. It is now at the 





museum. ° Courtesy of Metropolitan Museum of Art 


China and Glassware 


O, February 22, 1784, 

Captain Samuel Shaw of the regular army of the United 
States set sail for Canton, on the Empress of China the 
first vessel to plot its course to that far-off eastern city, 
the only port open in China. As trading agent for the 
owners of the ship he doubtless had problems of business 
on his mind but according to his journal, a labor of love 
which he was to perform demanded much of his attention. 
His mission was to bring back with him a large set of 
porcelain to give to his beloved commander, General 
George Washington. Captain Shaw had acted as secre- 
tary of the meeting at which the Order of the Cincinnati, 
the first patriotic society in the new United States, fos- 
tered by the officers in Washington’s army, was instituted. 
Therefore Shaw thought it fitting for the insignia of the 
order to be applied to the china as a decoration. His 
troubles were many in obtaining what he considered to 
be a suitable tribute to his general, and he noted in his 
journal: “There are many painters in Canton, but I was 
informed that not one of them possesses a genius for de- 
sign. I wished to have something emblematic of the in- 
stitution of the Order of Cincinnati executed upon a set 
of porcelain. My idea was to have the American Cin- 
cinnatus, under the conduct of Minerva, regarding fame, 
who having received from them the emblem of the order 


(Turn to page 76) 
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Below is a saucer which was the property of Martha 

Washington. Her initials appear in the center while 15 

links, each enclosing the name of one of the States of 

the Union, form the border. This piece is on view at 
the Metropolitan Museum of Art. 
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‘House Cleaning” 


This title does not 


refer to the usual “Spring upheaval” which the average 
housekeeper knows as housecleaning, but is used in the 
sense that the gift section of the jewelry store, too, needs 
‘to “clean house,” not only in the spring, but the year 
round. In other words, the gift section of the jewelry 
store needs to keep odds and ends of stock cleaned out, 
and not allow them to accumulate. And how to accom- 
plish this is about the biggest problem that the jeweler 
has to face. 

You may consider that you have an instinct for buy- 
ing the right things, you may, figure out a “bang-up” 
bookkeeping system, you may be clever at advertising, 
and so on, but—if you cannot make the left-overs and 
slow sellers move, then you are unable to cope with the 
biggest problem of all. 

There are several reasons for the accumulation of slow 
sellers. ‘They may be the wrong type of goods suited to 
your particular trade, you may have overstocked on the 
article or the item may have become “common” in the 
department stores and elsewhere. 

Of course, when you are buying, you are supposed to 
have all of the above, or as good reasons in mind, when 
balancing the merits of an article. But still you cannot 
foresee everything. And because you cannot you are 
always going to have at least some slow moving stock on 
hand. 

The department stores seem to take the attitude of 
“rake up and have a bonfire,” meaning a bargain sale, of 
course, but some jewelers believe they should never have 
a bargain sale until they get to the point of selling out 
for good. ‘The idea, however, may be carried out in the 
spirit, if not in the letter. ‘That is, you may stage a bar- 
gain sale, without calling it that. 

Arrange tables with articles at several different prices, 
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but all of those priced alike on the same table. Then 
have a placard on each table, reading something like this, 
“A Special 5 Days’ Treat—On this table are articles 
priced at $—, many of which are worth more.” 

Notice the word “treat” instead of “sale.” It will 
make a vastly different appeal to your customers than 
the word “sale’’ would. If your customers should ask 
if this was some sort of special sale, just remark, “Oh, it’s 
just a little effort on our part to make it possible, for a 
few days, for our customers to purchase bridge prizes and 
other gifts at more than favorable prices.” 

You already have guessed, probably, that just as many 
of the leftovers as possible, including the slow sellers, 
too, are to be worked into these table displays, along with 
newer goods. However, consider each one individually, 
and carefully, as to whether it will “fit in” or not. 

Don’t crowd them in everywhere possible. ‘They must 
seem to “belong,” and if some of them positively will not 
fit into the picture then lay them aside, to be worked in 
elsewhere, later. 


© te lodges and associations think 
of a bridge party when planning to raise money for 
some purpose. Consequently, they generally plan a se- 
ries of bridge parties. Prizes are necessary for these, 
of course, and usually the committee in charge wishes to 
pay as little as possible for the merchandise. In fact, 
it is not expected that expensive prizes are to be given. 
The idea is to save and raise every cent possible for the 
object in view. 

Take some of your slow sellers that are suitable for 
bridge prizes, and wrap them up in gay wrapping paper, 
then attach tags to each on which should be put the price, 

(Turn to page 93) 
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This pleasing combination of Blue and White 
was originated in Bristol, England, at the 
time George III held sway over the Ameri- 
can colonies. It immediately gained royal 
favor, and shortly thereafter spread to Amer- 
ica where it was popularized by the famous 
glassmaker, Baron von Stiegel. 


Ritz-Blue glass with milk-white trimming 
will appeal to your customers, even if they 
don’t know the history. But the Colonial sig- 
nificance adds tone. And the modern, flaw- 
lessly blown shapes by Old Morgantown 
assure turnover. 


Display these creations in 1932. 
MORGANTOWN GLASS WORKS 


MORGANTOWN, W. VA. 
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Above: 7956-6” com- 
pote, scalloped edge; 
Bristol salad plate 
74%”; 4355-13” center 
bowl; Bristol candle- 
stick No. 1; 7954-7" 
compote. Below: 9%- 
54 oz. pitcher; 7661-12 
oz. footed tumblers. 
All pieces ‘are _ Ritz- 
Blue glass with milk- 
white trimming where 
shown. 
a 


George Washing- 
ton’s bi - centennial 
year, 1932, is a good 
year to feature Co- 
lonial glass: Ask for 
prices. 

te 
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Giftwares displayed with other merchandise in the A. Kahn, Inc., Store, Washington, D. C. 


Selling Gifts in the Nation's Capital 


dd 
When we enlarged our store 


we made gifts one of the principal component parts of 
the merchandising picture,” explained Arthur J. Sund- 
lun, proprietor of A. Kahn, Inc., jewelers, Washington, 
D. C. “Our experience with a few gift articles in the 
old store taught us that gift merchandise sold readily, also 
that it fitted in well with the old conventional lines. 

“Besides, we discovered that it brought our customers 
in more frequently and so tended to increase profits and 
turnover, not only because of the gift articles themselves 
but because of the sale of additional jewelry, and people 
soon learned that if it was anything in the gift line this 
was the place to get it. 

“In fact, we always have carried gifts, but we have 
gone after that business more elaborately now since we 
have our new store. The gift department is an important 
part of a jewelry store these days, and the days of the 
jeweler who confines himself to those articles strictly 
known as jewelery articles, have passed. 

“The new and better standards of living are responsi- 
ble in large measure for the increased sale of gift items. 
People are putting little things into their homes that were 
once considered luxuries but which are today considered 
necessities to finish up the decoration of the home. 

“We do not have a separate gift department, but we 
show our gifts on tables around on the floor, as we are 
equipped to handle it that way. Although a concentrated 
gift department, perhaps, might be a more satisfactory 
way of conducting a real gift department, we do not find 
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it necessary in order to obtain volume. In fact, we find 
that gift tables and display cases throughout the store 
help to accentuate and call attention to our displays. 
We have separate table, such as one table of glassware, 
for instance, and these tables are changed every three or 
four days. On the next table we may have inexpensive 
silverware and novelty items in the gift showcase, with 
price ranges from $1.50 to $7.50, and, of course, higher. 


Girs are in true conformity 
with the present tendencies of modern jewelry merchan- 
dising. Then, too, all sorts of stores are taking on 
kindred lines of merchandise to reduce their overhead 
and to make the selling area show a greater profit. Con- 
sequently, if the jewelry store is to survive it can no 
longer confine itself or its efforts to watch repairs and 
selling jewelry items alone. The jeweler must forget 
his old-time conservatism and branch out into more useful 
selling fields. 

“Of course, gift items must move. If not, we keep 
at them until they do move. There is one thing about 
the gift department, and that is that you must have con- 
stant turnover. Then, too, you have got to change things 
about and have new displays at all times. 

“Another reason why we show gifts throughout the 
store, rather than in a separate gift department, is because 
if you have a department as such you must sell the 
customer the idea of shopping there. If it is on the 
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O meetthe 

demand for 
quality, grace and 
simplicity, in a 
moderately priced 
line of Rock 
Crystal stemware, 
the Puritan pat- 
tern_ illustrated 
above is meeting 
with the hearty 
approval of the 
jewelers through- 
out the entire 
country. If not 
already in your 
stock, please write 
for information 


regarding this and 
other low-priced 
lines. 





HAWKES 
CRYSTAL 








U. S. Patent Pending 


These attractive hand painted Tomato Juice Cocktail 
Glasses are manufactured, imported and stocked exclu- 
sively by 


F. PAVEL & CO. 


15 West 37th Street 
New York, N. Y. 


Branch Showroom 
Suite 607—225 Fifth Ave., New York, N. Y. 
Representatives 


J. W. Bakster, Inc., Suite 1509, Merchandise Mart, Chicago, III. 
W. F. R. Turner, 437 So. Kenmore Ave., Los Angeles, ‘Cal. 


Send for our latest illustrated catalog. 


























As in Our more expensive 
Crystalware, QUALITY is 
the prime _ consideration, 
combined with artistic lines 
and exquisite workman- 
ship. 


This on 
Trade Mark every piece 


HAWKES 
helps to sell the ware. 


T. G. HAWKES & CO. 


Makers of Rock Crystal Glassware for 
New York Office Over Half a Century 
542 Fifth Avenue 


Pacitie Const ofce (CORNING, N. Y. 


643 South Olive St. 
Los Angeles 














$15,000.00 
REWARD 


The above reward will be paid for the re- 
covery in full of a necklace of 83 graduated 
pearls with a marquise diamond clasp, which 
was lost in New York City in January, 1932. 
Total weight of pearls 565.84 grains, center 
pearl 19.16 grains. 1 marquise diamond 1.46 
carats in platinum clasp, scratch No. 1401. 
Pearls are highest roseate tint and of finest 
quality. If this necklace (or any part of it) 
is offered for sale, or brought in for re- 
stringing please hold it and notify us by 
telegraph or telephone at our expense. 


ALBERT R. LEE & CO., INC. 
116 JOHN ST., NEW YORK, N. Y. 


Tel. Beekman 3-0280 


(Clip this advertisement and hand it 
to your pearl buyer or stringer). 



































second floor you must get them up there first before you 
can hope to sell them, and then they will only go there 
when they want to buy a gift. 

“On the other hand, if you show your gift items all 
on the first floor and mix them in with regular jewelry 
items, you can more quickly catch their eye and attract 
their attention when they are shopping for something 
else, or bring in a watch for repairs, or a jewelry item 
to be repaired. 

“People are constantly wandering around the store 
on other business and so they are constantly being re- 
minded of our ‘gift items. That is our way of mer- 
chandising them and we have found it successful. We 
carry nearly a thousand gift items of various sorts in 
the store. Most of our gift items are up front in the 
store where people see them as they come in from the 
street and where their eye is naturally attracted to them 
as they walk by. 

“We also have a small leather goods table. We do not 
have our gifts by price lines rather by types of merchan- 
dise. ‘That is, we do not have tables at $5 but we have 
a table of glassware, for instance, where the prices range 
from $1.50 up to $7.50 and higher, and a neat display 
card tells the public that fact. 

“This we find is a shopping inducement. They see 
how low and how high priced they can buy articles, and 
that tends to make them look over the selections and 
pick out something according to the price range of their 
pocketbook, whereas if there were only dollar items or 
two dollar items they might pass it up or if they were 


$5 and $7.50 items only. 


“People seem to like this arrangement, too, because it 
enables them to browse around and make selections at 
will. Of course, there are no duplicates on any table. 
Each item is a separate and individual and distinct gift 
item, so that visitors quickly get the impression that 
everything displayed is both exclusive and unique. Each 
table or showcase contains from two dozen to four 
dozen selections, so that regardless of the amount of 
money the customer may wish 'to spend, she can find what 
she wants here. 

“Every effort is made to feature merchandise that is 
distinctly different, regardless of price. Another thing 
that is worthy of mention is that our trophy departmént 
occupies a prominent place in the rear of the store which 
can be seen as the customer comes down the main aisle, 
loving cups being displayed in various assortments and 
these awards for athletic and sporting events quickly 
catch the eye. 

“Another thing that we do to boost our gift depart- 
ment is to feature some attractive item in the newspaper 
all the time. And not a month passes but what we are 
sending out some piece of direct mail literature to keep 
our customers and prospects constantly reminded of our 
gift selections. 

“Our gift experience as a whole has demonstrated that 
when you sell articles superior to those found in conven- 
tional stores, that you immediately enter a field in which 
there is little competition, comparatively speaking. People 
nowadays want distinctive merchandise, articles that will 
be acceptable as unusual gifts—gifts to be cherished by 
the recipient and pointed to with pride of possession.” 





LEXINGTON DESIGN 


A 194 Bowl 
12 inch 
14 inch 

j I 600 Candle 

1034 inch 

12 inch 


This design is made in a large variety of shapes. 


Illustrations will be sent on request. 








THE PAIRPOINT 
CORPORATION 


New Bedford, Mass. 
43-47 West 23rd St. - - - ~- New York City 
150 Post St. ae oe San Francisco 


Manufacturers of: 


CRYSTAL and COLORED 
GLASSWARE 


SILVER-PLATED 
HOLLOWWARE 


PEWTER 


PRIZE CUPS—-TROPHIES 
FINE ARTS—LAMPS 
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GOOD 
NEWS 


for Travelers 





NEW YORK CITy’s only United. The Roosevelt 
PHILADELPHIA, PA... The eee Franklin 


SUATTER, WARE se. 0c ccccccccces he Olympic 
WORCESTER, MASS.......002.0. The Bancroft « 
i eee The Robert Treat 
PATERSON, N, J..... The Alexander Hamilton 
PREDTON, He Focccicccccesse The Stacy-Trent 
HARRISBURG, PA........... The Penn-Harris 
Ce OL eee rer The Ten Eyck 
SURACUER, Hi Uioknccics eevee The Onondaga 
oe i The Seneca 
NIAGARA FALLS, N. Y........... The Niagara 
ee ree The Lawrence 
pus ta Mactan EERE ee The Portage 
decchosic Me ino TEE The Durant 
RANGAS CITY; BO... ioc ccccces The President 
WUGIOM:, BREE... 5.0.0 000-0505 00 El Conquistador 
TORONTO, ONT..........0. The King Edward 
NIAGARA FALLS, ONT............ The Clifton 
WINDSOR, ONT.......... The Prince Edward 
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China and Glassware in Washington’s Time 
(From page 65) 


was proclaiming it to the world. For this purpose I pro- 
cured two separate engravings of the goddess, an elegant 
figure of a military man, and furnished the painter with 
the copy of the emblem which I had in my possession. He 
was allowed to be the most eminent of his profession, but 
after repeated trials was unable to combine the figures 
with the least propriety, though there was not one of 
them who could not copy with the greatest exactness. [| 
could, therefor, have my wishes gratified only in part.” 


The extent of Captain Shaw’s success is well illus- 
trated by the picture on page 65 showing a service plate 
belonging to this historic gift to our first president. The 
twin decorations of Minerva and the Order of Cincinnati 
emblem are easily discernible. 


It is somewhat contradictory that these pieces of china 
are known to us as “Lowestoft” when it has already been 
established that this set never came within many miles 
of that place, a community in Staffordshire, England. 

The little pottery at Lowestoft was established in 1761 
by an enterprizing Britisher who learned the trade secrets 
of china manufacture in the shop of one of his future 
competitors by masquerading as a workman. A dutch 
sailor shipwrecked on the English coast had told him 
that the clay found in that neighborhood was similar to 
that used in Holland for making Delft ware. It was 
in this way that the famous “Lowestoft” ware came first 
to be made. As was the case in almost all of the decora- 
tive arts of the period, English craftsmen copied the 
Chinese for their designs, the more so in making porce- 
lain. The small one-oven factory at Lowestoft was owned 
by men who were also engaged in shipping and when a 
cargo of china came from the East, it became a practice 
to mark it “Lowestoft” and put it on the market. In 
this way a tremendous amount of china has been errone- 
ously attributed to the Staffordshire shop when the credit 
rightfully should go to the oriental workmen. The differ- 
ence between genuine Lowestoft china and the so-called 
“Sino-Lowestoft” ware is found in the type of paste used. 
All of the ware made in Lowestoft was composed of a 
soft bone paste with a thick, heavy glaze and can be 
identified in this way. The chinese porcelain coming from 
Canton, of the type presented to General Washington 
by Captain Shaw, was made from a hard paste, entirely 
by the eastern craftsmen. 

Several pieces belonging to this set are now on view 
at the Metropolitan Museum of Art, in the American 
Wing. 





Hundreds of thousands of Americans during 1932 will 
be wearing the approved Washington bicentennial pin 
or button. Societies, fraternities, and organizations of 
all kinds will stage celebrations commemorating the 200th 
anniversary of the birth of George Washington. ‘The 
bicentennial celebration will continue from February. 
through November, 1932. President Hoover will wear 
one of these buttons, and, of course, Representative Sol 
Bloom of New York, chairman of the Bicentennial Com- 
mission. “The emblem is made with the Houdon head 
of Washington beautifully reproduced in vemet in gold 
color on a blue enameled field. 
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National Jewelers Publicity Associa- 
tion Elects Officers 


The 14th annual meeting of the Na- 
tional Jewelers Publicity Association was 
held Jan. 20 at the Hotel Commodore, 
New York, at which time reports were 
submitted and officers elected. P. J. Cof- 
fey was reelected president, Jerome Wiss 
of Wiss Sons, Inc., Newark, N. J., was 
chosen vice-president, Herbert L. Far- 
row of Carter, Gough & Co., Newark, 
treasurer, and John Drake, executive 
secretary. 

President Coffey appointed the fol- 
lowing finance committee: Edgar M. 
Docherty, chairman; Arthur Lorsch and 
Herbert L. Farrow. 

The meeting approved a somewhat 
curtailed budget for 1932 in accordance 
with the resources in hand. A resolution 
of sympathy was adopted upon the death 
of Conrad J. Brotherly, a former treas- 
urer and director. 


Gift Shows in the East This Month 


The New York Gift Show, scheduled 
to run at the Hotel New Yorker, Feb. 
22-26, is completely sold out, as far as 
space for exhibitors is concerned, Mana- 
ger George F. Little has announced. A 
record attendance is anticipated at this 
show. Inventories have been at low ebb 
for a long time and considerable buying 
on a quality basis at replacement values 
is predicted. 

Coincident with the New Yorker show, 
the Hotel Pennsylvania will house the 
National Artwares Show. 

The week of Feb. 29-March 4, will 
usher in the Boston Gift Show by the 
Associated Eastern Exhibitors at the Ho- 
tel Statler, Boston. This will be one of 
the biggest shows in the East, taking two 
entire floors of the hotel. More than 200 
exhibitors have contracted for space in 
this show. 


Bronx Retail Jewelers’ Association 
Selects Leaders 


The annual election of officers of the 
Bronx Retail Jewelers Association was 
held Jan. 12 in the association meeting 
rooms at Ebling’s Casino. The following 
members were chosen to serve for the 
ensuing year: President, A. Landau; 
vice-president, J. Menczer; treasurer, I. 
Hirschhorn; recording secretary, J. L. 
Schwarz; financial secretary, Murray 
Max, and Sergeant at Arms, I. Beerman. 
Installation of the officers will take place 
at the next meeting, which falls on 
Feb. 9. 

The main topic of discussion at this 
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meeting was the coming trade confer- 
ence of the jewelers of Greater New 
York, which will be held at the Hotel 
Astor March 20-21. Mr. Peters of the 
Brooklyn association was present as a 
guest and in a few remarks urged the 
Bronx jewelers to make every effort to 
secure pre-registrations for this affair 
and to sell advertising in the journal 
which will be issued at the banquet fol- 
lowing the conference. 

Charles T. Evans, national secretary, 
reminded the members of the coming Na- 
tional Watch Cleaning and Jewelry Re- 
pair Week, starting Feb. 24, and many 
of those present ordered the posters and 
advertising material for their stores. 


Death of Bernard Karsch 


Bernard Karsch, one of the best known 
of the old-time jewelers of New York, 
for many years treasurer of the Jewel- 
ers’ Security Alliance, died at 9:30 a. m., 
the morning of Jan. 20, at the Hotel 
Willard, 252 W. 76th St., New York. 
He was 88 years old and had been re- 
tired from business for 15 years. Death 
came following a two week’s illness of 
heart disease. Funeral was held Jan. 22 
from the St. Luke’s Evangelical Lutheran 
Church, with burial in Woodlawn Cem- 
etery. 

Born in New York City, Mr. Karsch 
learned the rudiments of the jewelry 
business with the old house of Ball, 
Black & Co., Broadway and Prince St., 
this concern later becoming Black, Starr 
& Frost, and still later Black, Starr & 
Frost-Gorham, Inc. In 1869 Mr. Karsch 
started in business for himself at 635 
Eighth Ave. In 1896 he moved to the 
corner of 41st St. and Eighth Ave. Mr. 
Karsch retired from business in 1916, his 
sons taking over the management of the 
store. 

Besides his association with the Jewel- 
ers’ Security Alliance, he was vice-presi- 
dent of the Franklin Savings Bank and 
a member of the Masonic Order, Cope- 
stone Lodge, and active in the Eighth 
Avenue Association. 

Surviving are his daughter, Mrs. J. 
Louis Schaefer, and two sons, Frederick 
W. and John A. Karsch. 


New England Directors of 
N. J. B. of T. 


PRovIDENCE, R. I., Jan. 15.—At the an- 
nual meeting of the members of the New 
England District of the National Jewel- 
ers Board of Trade on Jan. 5, Sidney 
D. Humphrey of Martin-Copeland Co. 
and Lawrence D. Percival of D. C. Per- 
cival & Co., were reelected directors. 
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Burglars Get Jewels Valued 
at $40,000 


The showcase of Cecil Partridge, Lon- 
don jeweler, with a shop at 139 E. 57th 
St., on display just off Peacock Alley, in 
the new Waldorf-Astoria Hotel, Park 
Ave. and 50th St., was burglarized of 
jewelry valued at $40,000 before dawn 
Jan. 19. The theft was discovered at 
10:30 a. m. that morning when Charles 
Fox, an employee of the New York shop, 
arrived to rearrange the case and found 
the lock had been forced. 

Lionel Partridge, a director of the firm, 
said that all the jewelry taken ‘was in- 
sured. 


Moise Engelmann 


Cablegrams received in New York re- 
cently announced the death in Paris, Jan. 
19, of Moise Engelmann, at one time 
widely known in the jewelry trade of this 
country. He is survived by a widow and 
daughter. 

Mr. Engelmann, who was ahout 78 
years old, originally was the New York 
representative of Ulmann Fils of Paris 
but about 40 years ago went to Paris and 
thereafter represented a number of 
American houses in the manufacturing 
jewelry and diamond trades as their 
European agent in that city. He was a 
man of culture, refinement and highly 
educated and was esteemed and respected 
throughout the industry here and abroad. 


Jewelry Trade Club to Occupy New 
Quarters 


The rapidly growing Jewelry Trade 
Club, founded June 15, 1929, with 29 
charter members, but which now num- 
bers more than 100, with a large wait- 
ing list, will take new quarters some time 
early in March in the Penthouse suite on 
the 14th floor of 1 W. 47th St., the Bren- 
tano building. 

Elaborate fixtures and equipment are 
being installed in the new home of the 
club, which until now has been located 
at 20 W. 47th St. There will be a spa- 
cious dining room, 720. square feet in 
size, comfortably seating more than 100 
persons, a lounge, a card room, a beau- 
tifully decorated foyer and an office for 
the club executives. A. handball court 
and showers will also be at the disposal 
of the members. An open-air terrace ex- 
tends the full width of the building, 250 
feet, and will be attractively furnished. 

The formal opening will be an invita- 
tion affair and take place in March, Mr. 
Katz has announced. 
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Find Out How Much Fire and Windstorm 


Insurance Your Home Really Needs. 


The only way you can determine this is take the figures 
it cost you to build or have an appraisal made by some 
competent builder. 





Be sure you carry enough insurance. No one can be sure of escaping a total loss. Enough 


insurance may save a home for your family. 


The jewelers own company insures any property a jeweler owns anywhere in the U. S. A. 
and Alaska. Retail, Wholesale and Manufacturing Jewelers and their employees are eligi- 
ble. 40% dividends on fire policies and 20% on wind storm policies since 1922. Nearly | 
a half million dollars in savings returned to policyholders since 1914. 


We will mail you a household inventory free for the asking. 


The National Jewelers Mutual Fire Insurance Co. 


MILWAUKEE, WIS. 
954 No. Third St. 


When you want to know the replacement value of your 
household goods, furniture, etc., you should take an inven- 
tory, just as you do in your store, room by room, and get 
a record of the contents, a very valuable piece of informa- 
tion in case of loss. 


NEENAH, WIS. 
State Bank Building 

















Extra profits for you 
in buying 





jewelry, clocks, watches, optical goods, 
arts and crafts 


at the 


Leipzig Trade Fairs 


In less than one week’s time you see 
what 802 firms offer in your lines 


Now—as never before—prices are down at the 
Leipzig Trade Fair. The 1932 Spring Fair will 
open on March 6th. Among the 9,000 manu- 
facturers from 25 countries—647 firms show 
precious metals, jewelry, clocks, watches, applied 
arts and: crafts; and 155 firms show optical goods, 
projection, medical and surgical instruments. If 
economy is your goal—Leipzig is your first buy- 
ing stop! 





We will rebate 
transportation expenses 


to U. S. buyers on the basis of orders placed at the Fair. 
Write today for details on this money-saving rebate offer. 
Let us furnish you with Fair literature and other detailed 
information on exhibits. Address—Leipzig Trade Fair, Inc., 
10 East 40th Street, New York City. 
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IN THE 
GRAND CENTRAL 
SECTION 


Near to everything in New York...railroad ter- 

minals, Times Square, Fifth Avenue shops, etc. As 

homelike as though you had planned it yourself. 
Radio in every room. 


$2p-00 BOO 


PER DAY 
AND UP 


Single rooms $3 to $5 per day 
> Double rooms $4 to $6 per day 


3 ee 
~ [MONTCLAIR 


49th to 50th Sts.,on Lexington Ave. 
NEW YORK CITY 


= ¥ Ss. vary | Taylor, President 
Oscar W. Richards, Manager 






































Credit Jewelers Plan 1932 Convention 
at Hollywood, Fla. 


PHILADELPHIA, PA., Jan. 10.—The Na- 
tional Association of Credit Jewelers is 
continuing its plans for the sixth annual 
convention and exhibition scheduled for 
Hollywood, Fla., March 28 to 31, accord- 
ing to an announcement from the office of 
J. Frank Newman, executive secretary. 

The convention sessions will be held in 
the spacious Hollywood Beach Hotel, with 
the Moorish lounge given over to exhi- 
bitions. There will be 96 exhibition 
spaces occupied by about 60 manufactur- 
ers and importers and many of these are 
showing new lines for the spring buying. 

The 1932 convention will be for four 
days instead of three, thus giving both 
exhibitors and attending jewelers more 
time to get together, particularly as most 
of the jewelers attending will do their 
spring buying at the convention. 

Firms desiring exhibition space should 
write at once to J. Frank Newman, Exe- 
cutive Secretary, 13 W 13th St., Phila- 
delphia, as 40 per cent of the available 
space has already been reserved. 


F. T. C. Issues Order Against 
Providence Jewelry Manufacturer 


WASHINGTON, D. C., Jan. 6.—The Fed- 
eral Trade Commission has ordered C. 
Arlington Barnes, jewelry manufacturer, 
Providence, R. I., doing a mail order 
business to cease representing that he is 
an importer, unless and until he acutally 
imports from a foreign country articles 
and materials for use in manufacturing 
his jewelry. 

Barnes is also to stop representing that 
he imports precious or semi-precious 
stones, unless and until such stones to be 
used by him in manufacturing his jewel- 
ry are actually imported. 

Barnes is also ordered to stop certain 
statements in his advertising until he has 
complied with the rulings laid down by 
the commission. 

The commission issued the order after 
Barnes had filed a second answer to the 
commission’s complaint in which he 
waived hearings on the charges and con- 
sented that the commission enter an order 
to cease and desist. 


Customs Officers Arrest Alleged 
Smugglers on Canadian Border 


PLATTSBURGH, N. Y., Jan. 13.—T wo men 
were taken into custody by customs offi- 
cials on Jan. 11 at Rouses Point, N. Y., 
on the Canadian border, and charged 
with smuggling watches into this coun- 
try. It is alleged that the captives had 
been bootlegging and gave up the liquor 
trafic for the more remunerative occupa- 
tion of smuggling watches. 

The arrests were made by members 
of the jewelry squad under John W. Rob- 
erts. It is estimated by the treasury 
agents that thousands of Swiss watch 
movements, from 434 to 10% ligne in size, 
ranging from 7 to 17 jewels, have been 
illegally imported into this country by 
these alleged smugglers during the best 


THE JEWELERS’ CIRCULAR 
for February, 1932 


part of a year. A small coupe was used 
in their operations, according to the ofh- 
cials. The accused men are being held 
under bail for the Federal grand jury. 
The case will be tried in the northern 
part of the State. 


Executive Board of New York Retail 
Jewelers’ Association Meets 


The Executive Board of Retail Jewel- 
ers’ Association of New York held its 
first meeting in 1932 on Jan. 9 at the 
Hotel Astor. Chairman Phineas Peters 
presided. 

The membership rose for a few mo- 
ments of silent prayer in respect to the 
deaths of Harry Larter and of Conrad 
J. Brotherly, a past president of the A. 
N. R. J. A. 

After the correspondence had been 
read and acted upon, the chairman called 
upon Counselor Greenberg to recount to 
those present the first application of the 
services provided for by the Adjustment 
Committee of the Plan for Cooperation 
sponsored by the Executive Board. Mr. 
Greenberg outlined a procedure whereby 
a jeweler against whom a confession of 
judgment had been obtained by his land- 
lord, was liberated from this embarrassing 
position and enabled to continue the con- 
duct of his busingss on a sound basis 
through a composition arrangement with 
both the landlord and _ merchandise 
creditors. 

A vote of confidence was tendered to 
Henry Astor in view of his tireless efforts 
in organizing the plans for the trade con- 
ference to be held March 20-21 at the 
Hotel Astor under the auspices of the 
Executive Board. 

National Secretary Evans, present as 
a visitor, told the members of the Na- 
tional Watch Cleaning and Jewelry Re- 
pair Week planned for the last week in 
February and a number of jewelers sub- 
scribed for the store publicity material. 


C. W. Curtiss, Clock Co. Head, Dies 
WATERBURY, CONN., Jan. 10.—C. W. 
Curtiss, president and general manager 
of the Waterbury Clock Co., died here 
in a hospital-last night after an illness 
of several days. He was 50 years old. 
Mr. Curtiss, whose home was in Orange, 
N. J., had been ill but a few days, hav- 
ing undergone an operation for the re- 
moval of his tonsils two weeks ago. 

Mr. Curtiss was born in Southington, 
Conn. As a youth Mr. Curtiss became 
associated with John Alvord, head of 
the Torrington Co. of Torrington. He 
was president of seven of that company’s 
subsidiaries at different times. Leaving 
this concern he became president and 
general manager of one of the plants of 
John N. Willys, automobile manufacturer. 
Later he organized a company in New- 
ark, N. J., which he sold to Vincent Ben- 
dix. He was engaged in several other 
activities during the succeeding years, 
and after a period of temporary retire- 
ment on Oct. 15, 1931, he became head 
of the Waterbury Clock Co. 

He is survived by his widow who lives 
here, two sons and two brothers. 
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Thos. A. Potter Elected President of 
the Elgin National Watch Co. 


CHICAGO, Jan. 15.—Thomas Albert Pot- 
ter was elected, Jan. 8, president of the 
Elgin National Watch Co., as successor 
to DeForest Hulburd, who resigned after 
seven years in the executive position. Mr. 
Potter was formerly vice-president of the 
Quaker Oats company with offices in. 
Chicago. He is a graduate of Princeton, 
is 48 years of age and has been associated 
with the Quaker Oats Co. since his grad- 
uation 25 years ago. Mr. Hulburd, who 
had .succeeded his father to the presi- 
dency of the Elgin company in 1924 had 
entered the firm as a bench worker in 
1910, held several positions in various 
departments until 1914 when he became 
assistant to the president and five years 
later vice-president. : 

Mr. Hulburd retains his position on 
the board of directors, although re- 
signing to devote further attention to the 
investment firm, Hulburd, Warren and 
Chandler, Chicago, of which he is a 
member. 


Abraham Sickles 

PHILADELPHIA, Jan. 18.—The Philadel- 
phia wholesale jewelry trade lost its old- 
est and one of its most lovable members 
in the sudden death of Abraham Sickles, 
senior partner of the firm of M. Sickles 
& Sons. 

Mr. Sickles, who was 72 years old, had 
been in the jewelry business practically 
all his adult life. After leaving school 


-he became associated with his father, 


the late Moses Sickles, founder of the 
firm, then in the wholesale material busi- 
ness. After several years the elder 
Sickles expanded his business to include 
jewelry and the house grew into one of 
the largest wholesalers in the Philadel- 
phia area. The watch material business, 
however, was continued and still is an 
important adjunct of the firm’s business. 
As Abraham Sickles’ brothers reached 
nraturity, they successively came into the 
business. They are Edward, Louis and 
Solomon. Several years ago Louis 
Sickles left the firm and established him- 
self in the wholesale watch business. 

Besides his brothers, he leaves a widow, 
Mrs. Jennie Sickles, a son Willard and a 
daughter, Mrs. Reta Karr. The funeral 
held Jan. 5, was largely attended. In- 
interment was in Adath Jeshurun Ceme- 
tery. 


Bandits Hold Up Jeweler 

Three bandits entered the Williams 
Jewelry, Inc., store, at 120-15 Liberty 
Ave., Richmond Hill, N. Y., the evening 
of Jan. 7 and after locking the proprietors 
and two clerks in a rear office walked off 
with jewelry of an estimated worth of 
$4,500. They escaped in an automobile. 
The proprietors, Spera Williams and 
Evan Breslow, with their two clerks, 
Jack Breslow and William Goldblatt, 
rushed the door as soon as the bandits 
had left and broke their way out. The 
burglar alarm wires had been cut. At 
that moment an automobile police patrol 
rolled by and the jewelers’ reported the 
robbery. 
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WANT 


F THEY 
wrist satisfaction 


SHOW CUSTOMERS 
the New 


SPLIT*-PROOF 


WATCH STRAP 


HE FAMOUS PATENTED ONE- 
PIECE END is the latest in wrist- 
comfort for men and women. An at- 








THIS IS tractive highest quality leather band, 
THE FAMOUS made without stitching. It can’t split, 
PATENTED break or fray. The strongest strap on 
ONE-PIECE the market. New money-saving idea 


END best sales argument in years. Your 


jobber has new stocks. 


Write for Sample a FREE 


STYLES and PRICES 


Split-Proof Regular 
$2.75 per card — retails 
$1.00 ea. 


Split-Proof Inlay 
$3.75 per card — retails 
$1.50 ea. 


Chicagoan 
$3.25 per card — retails 
$1. ea. 


New Yorker 
$4.25 per card — retails 
$1.75 ea. 


In Genuine Lizard, Os- 
trich, Alligator. $6. 00 per 
card—retails $2.00 
—prices include > ol 
ium buckles. 


—all straps furnished 
mounted on attrac- 
tive display cards 
as illustrated. 





























MANUFACTURED 


A. SAUER & CO. 


439 RACE ST* CINCINNATI! 


NEW YORK OFFICE ® 307 FIFTH AVE. 





Do You Know 


that the ophthalmometer is vitally important and 
extremely useful not only in regular astigmia but in 


Amblyopia, Anisometropia, Incipient Cataract, 
Aphakia, Irregular Astigmia, Nystagmus? 


OPHTHALMOMETRY 
By E. LEROY RYER 
SHOWS WHY and HOW 


No more pitfalls. Ophthalmometry made simple 
and precise 








Price $3.50 a Copy 


Published by 


The Optical Journal and Review 
239 W. 39th St., New York 
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Rings You Will Be Proud to Sell 


ALL PROFIT 


NO STOCK TO CARRY 


Carry one initial ring as sample. 
Electros Free 


2 DIAMONDS 4/100 each 


Green or White Gold 
se, 6517 Same Price 
ITH LARGER Order on five days’ memo, 


DIAMONDS when you have a sale in 


sight. Orders filled same 
$35.00 = day 













=— To Retail 
$25.00 







29.50 list 

. All emblems and initials en- 
No. 6183 crusted on ruby and onyt on 
Without hand at all times in every 
Diamonds finger size. 

Retall $15.00 


Display Emblem Cards for 
your window in original colors 
free upon request. 


OLD RINGS MADE NEW 


We repair and rebuild any ring, also encrust any 
initial or emblem on any stone, or furnish 
new stones in all sizes and shapes. 
Why not replace the discontinued or 
= slow selling emblems with faster selling “BE 
emblems or initials? 
Prompt Service. 








Prices Reasonable. Try Us. 





16/12 GOOD WEIGHT $9.75 LIST 
WITH DOUBLE HEAD 
CAMEO OR TIGER EYE 

Larger stones in proportion 
Genuine one piece, three color, double head 
cameo. Belais white gold (also in green 
gold). ; 

BUFFALO JEWELRY CO. 
“The Mail Order House to the Jewelry Trade”’ 
501 Washington St. Buffalo, N. Y. 














Si feat ® 


nown the world over as PHILADELPHIA'S 


business and social center as well 
as for its outstanding hospital- 


ity, facilities and service. Rates 
nine with present times. tee all 


Claude H. Bennett, General Manager 




















William F. McChesney Now a Vice- 
President of the Gorham Co. 


ProvwENce, R. I., Jan. 11.—William F. 
McChesney was elected a vice-president 
of the Gorham Co. at a meeting of the 
board of directors held on Jan. 8. Mr. 
McChesney’s business life has been de- 
yoted to the manufacture and sale of fine 
sterling silver. He will make his head- 
quarters at the New York office of the 


company. 


Death of Morris Aisenstein 


Morris Aisenstein, president of Aisen- 
stéin-Woronock Sons & Co., Inc., whole- 
sale jewelers, 580 Fifth Ave., New York, 
died in his sleep the morning of Jan. 7, in 
his apartment at the Hotel Chatham. Mr. 
Aisenstein was in his 71st year and for 
more than 50 years was active in the 
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Jewelry business. At the time of his 
death he was also head of Ansen & Co., 
diamond merchants. Funeral services 
were held on Sunday morning Jan. 10 at 
10 o'clock, at the Riverside Memorial 
Chapel, 76th St., and Amsterdam Ave. 

Mr. Aisenstein was born in Russia and 
came to this country in 1882. Three years 
later he organized the wholesale jewelry 
firm with Morris Woronock, which later 
developed into one of the largest busi- 
nesses of its kind in the East. For a num- 
ber of years the firm was located on EI- 
dridge St. on the lower east side, but two 
years ago moved to the uptown jewelry 
center. 

In recent years, Mr. Aisenstein spent 
most of his time in Los Angeles, making 
periodic trips east. He had planned to 
return to his Los Angeles home early 
next week. Surviving him are his widow, 
who was Rebecca Woronock, four sons 
and four daughters. Three sons, Edward, 
Louis and William, were associated with 
him in the business he helped to found. 
Another son, Joseph resides in California. 
The daughtrs are Mrs. Alfred J. Silber- 
stein of Woodmere, L. I., Mrs. Esther 
Weil, Mrs. Dore N. Schwab and Mrs. S. 
Charles Lee, all of Hollywood, Cal. 

Mr. Aisenstein was a charter member 
of the New York Jewelers’ Benevolent 
Association. 


Silver Plate Prices Drop 


Effective Jan. 1, 1932, a drastic reduc- 
tion in prices was announced by the In- 
ternational Silver Co. on its leading sil- 
verplated flatware lines, 1847 Rogers 
Bros, Holmes & Edwards Inlaid and 
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Wm. Rogers & Son. Tea spoons in the 
two first mentioned lines in the new price 
schedule, will retail at $5.00 per dozen; 
in Wm. Rogers & Son line, at 2.50 per 
dozen. 

The makers in their announcements, 
emphasize the fact that there will be no 
lowering of quality in the product. 

This means cutting prices down to the 
bone and offers consumers an opportunity 
that is likely never to occur again in the 
history of the silverware industry. 


Charles R. Jung 


Charles R. Jung, for 15 years treasurer 
of the Jewelers 24 Karat Club and well 
known as a prominent manufacturer of 
platinum jewelry for many years, died 
Jan. 10 at the home of his sister, Miss 
Laura H. Jung, 5654 Valentine Ave., 
Bronx, where he resided. He was 66 
years old. Death came as the result of 
a series of strokes after an intermittent 
illness of three years. He had been a 
member of the firm of Jung & Klitz until 
1927 when he retired from _ business. 
Funeral was held Jan. 12 from Cooke’s 
Funeral Parlor with burial in Green- 
wood Cemetery. 

Mr. Jung was born in Hoboken, N. J., 
in 1865. His first connection with the 
jewelry industry was with H. Schlag, 
chain manufacturer, with whom _ he 
started at the age of 21 years. In 1887 
he became associated with L. Sauter & 
Co., ring manufacturers at 1 Maiden 
Lane. He left this concern in 1893 to 
join the partnership of Steiger & Klitz, 
which soon after became Jung, Steiger & 
Klitz. Mr. Steiger retired in 1906 and 
the firm name was changed to Jung & 
Klitz. When Mr. Klitz moved uptown 
to his present address at 535 Fifth Ave., 
in 1927, Mr. Jung retired from business. 

He was past president of the Jewelers’ 
24 Karat Club, and of the Maiden 
Lane Savings Bank, and was a member 
of the Guiding Star Lodge, F. & A. M., 
No. 535. 

Besides his sister, he is survived by 
his widow, Margaret Young, and a son, 
Harold F. Jung. 


John W. Wilson 


Boston, Jan. 12.—John W. Wilson, 
president of Wilson Bros. Co., jewelers, 
28 Scollay Sq., died last Saturday morn- 
ing in his home, 77. Hartford St., Newton 
Highlands. In honor of its founder, the 
store was closed yesterday when the fun- 
eral was held. Services were at Con- 
verse Hall, Tremont Temple with burial 
in Newton Cemetery. 

He is survived by his widow and three 
brothers. 


A. J. Sundlun Chairman of Jewelers’ 
Division of Merchants and Man- 
ufacturers Association 

WASsHINGTON, D. C., Jan. 15.—Arthur 
J. Sundlun has been elected chairman 
and A. C. Mayer treasurer of the Jewel- 
ers Division of the Merchants and Manu- 


facturers Association. Mr. Sundlun, who 
is president of the Tristate Jewelers As- 
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sociation, has announced that the jewel- 
ers of Maryland, Delaware and Virginia 
will hold their annual meeting ‘in this 
city May 1 to 3. 

Plans have been formulated for this 
convention and the following committee 
chairman appointed; Arthur. J. Sundlun, 
general chairman; program, Albert Sig- 
mund; entertainment, Sidney Selinger; 
registration, Clarence Pearson; reception, 
W. H. Wright; finance, Sidney Straus; 
banquet, A. C. Mayer; advertising, Sal- 
vatore Desio, Jr. 


Fourth Survey Meeting of N. E. M. J. 
& S. A. Held in Attleboro 


PROVIDENCE, R. I., Jan. 18.—The fourth 
of a series of meetings under the auspices 
of the Survey Committee of the New En- 
gland Manufacturing Jewelers’ and Sil- 
versmiths’ Association was held Friday 
evening, Jan. 15, in the rooms of the 
Chamber of Commerce in Attleboro. Sixty 
odd manufacturers listened to Harry 
Tosdal, professor of marketing at the 
Harvard University School of Business 
Administration, discuss the subject “Sales 
Channels of the Industry.” 

Prior to Mr. Tosdal’s remarks, Chair- 
man James V. Toner of the Survey Com- 
mittee, reviewed certain highlights of the 
distribution survey and of the three pre- 
vious meetings which dealt with various 
phases of the general subject. Professor 
Tosdal said that distribution is under- 
going a more rapid change today than in 
any past period due to the great increase 
in competition, especially with one indus- 
try competing against another for its 
share of the consumer’s dollar. He dis- 
cussed the five different channels of dis- 
tribution that are open to any manufac- 
turer and particularly interesting were 
his remarks regarding the wholesaler and 
his place in the scheme of things. He was 
very definite in his assertion that the 
wholesaler is not passing out of the pic- 
ture but is being transformed. The in- 
crease of large scale buying by groups is 
forcing the wholesaler who remains in 
business to perform this buying function 
for his retailers as efficiently as it is per- 
formed by the chain syndicate or depart- 
ment store buyer. 

Professor Tosdale intends to investigate 
the sales problems of certain of the New 
England manufacturers, advising them 
as to the methods of improvement and out 
of his interest will come much of good 
for every alert manufacturer. 

At this meeting Secretary Edward O. 
Otis, Jr., announced that Miss Jane Ellis 
of New York has been retained as 
Fashion Advisor of the New England 
Association. 


William C. Kraemer 


Newark, N. J., Jan. 15.—William C. 
Kraemer, 75, of 390 Beech St., Arling- 
ton, N. J., died Jan. 13 following a heart 
attack. He was born in Newark and fol- 
lowed the jewelry trade until his retire- 
ment recently. 

Surviving are his widow, Sarah, and 
four daughters. 
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NEWARK 
QUALITY JEWELRY 


Jewelers’ Settings and Solders Wefferling, Berry, Wallraff Co., Inc. 
Refiners and Smelters 


























Makers of 
BAKER & CO., INC. Fine Emblematic Jewelry 
Murray and Austin Sts. Eight Rose Street 
BARRASSO & BLASI Sterling Fireless Silver 
hep passa ae Reduces polishing to a minimum and obtains 
CAMEO BROOCHES lasting brilliance. 
geeee —— ae pee 
Diamond Mountings a ee Stone Rings JOHN J. JACKSON & co. 
at the r t price 
Sold through Wholesalers only A ° * : 
S139 Governa’ Sereet ean Hi Gee All Sterling and Fine Silvers Rolling for the Trade 
HE R INc Send for Samples 
NRY UFEISEN: WASHABLE 
MANUFACTURERS OF T AGS INKLESS - 
PINGS orANQu ALITY ALL COLORS 
4 ARCH CROWN MFG. CO. 
Factory and Main Office—126-128 South Street 81 Warren St. Newark, N. J. 
Chicago Office, 31 N. State St. ; Originators and Patentees 





SCHUMAN & DONCHI, Inc. GOLD and PLATINUM SOLDERS 





Creators and Designers , “CLINTON ALLOYS” 
a a S , 7 FOR WHITE, GREEN, YELLOW GOLD 

of Distinctive Ring Findings REFINERS OF PRECIOUS METALS 

Clinton Refining Co., Inc. 
81 WARREN STREET 91-93 East Kinney St. 
NEWARK’S HOUSE 
RINGS—A Specialty with COMPLETE STONE SERVICE 
DIRECT IMPORTERS 
LOUIS BLEIBERG EXPERT LAPIDARY WORK 


Phone MKT 2-5677 
WM. WACKENHUTH & SON 
355 MULBERRY ST. NEWARK, N. J. 


CLASPS LUDWIG ZIMMER 


Assayer and Refiner of Precious Metals, 
Solders and Alloys 


88-90 Kinney Street 


336 Mulberry St. 





Rondelles, Barrel-clasps, Costume Jewelry Findings 


MODERN NOVELTY CO., INC. 














126 South St. Newark, N. J. 
G. B. W., INC. 
10, 14 and 18K Rings—Jobbers Only S 
391 Mulberry Street Tel. Market 8320 Rings and Pendants to Match 
New York Office, 93 Nassau St. : Stern Mfg. Co., 407 Mulberry St. 




















Samuel Moser has -withdrawn as a. 
director in the Hamilton Jewel & Gift 
Shop, Inc., 82 Flatbush Ave., Brooklyn. 

Nat R. Hirschhorn, traveling represen- 
tative, is now calling on the trade through 
the Middle West, carrying the line of the 
Pierce Watch Co., 60 E. 42nd St. 

Gold, Most & Fogel, Inc., manufactur- 
ing goldsmiths, have announced their re- 
moval from 33 W. 46th St., to new quar- 
ters at 64 W 48th St. 

L. Lewitt & Co., Inc., has announced 
the removal of its offices and factory from 
240 W. 40th St., to mew quarters on the 
17th floor at 74 W. 46th St. 

Announcement has been made that 
Jesse Prigoff has severed his connections 
with the firm of Wander & Kaufman, 
Inc. manufacturers of platinum mount- 
ings at 62 W. 47th St. 

Mrs. Annie Krisch, wife of the late 
Julius Krisch, veteran jeweler of Har- 
lem, passed away at the home of her 
son, Sam J. Krisch, Roanoke, Va., on Jan. 
3, The remains were interred at Wash- 
ington Cemetery, Brooklyn, N. Y. 

The business of the late Charles T. 
Dougherty, importer of pearls and prec- 
ious stones, 7 W. 45th St., will be con- 
tinued under the direction of his widow, 
Mrs. M. Dougherty, president; Harry 
Limouze, vice-president, and Alfred Ed- 
wards, secretary and treasurer. 

Henry Witte, the veteran china im- 
porter who passed away Jan. 4 in his 
76th year, was at one time widely known 
in the jewelry trade, the house of Bawo 
& Dotter, of which he was president for 
many years, having done a large business 
with the jewelry industry. 

Benjamin B. Leiderman, formerly a 
wholesale jeweler at 206 Broadway, filed 
schedules in bankruptcy in the United 
States District Court Jan. 15. The sched- 
ules show liabilities of $22,923 and assets 
of $5,851, of which the main item is 
stock valued at $4,500. 

Max S. Greenwald, formerly of Max 
S. Greenwald, Inc., has announced his 
affiliation with Norman M. Morris, 542 
Fifth Ave., importer of watches and 
clocks. Mr. Greenwald will call on the 
trade over his usual territory in the near 
future. 

Samuel Bernard, of the Time Service 
Co., 516 Fifth Ave., addressed the mem- 
bers of the Pennsylvania Railroad branch 
of the Young Men’s Christian Associa- 
tion on Jan. 7. Mr. Bernard’s subject 
was “The Romance of Time,” and the 
lecture was illustrated. 

Samuel Zickerman, member of the firm 
of Zickerman Bros., jewelers, of Corona, 
was .married to Bella Fish of Brooklyn 
at Union Temple, Brooklyn, on Jan. 6. 
Mr. and Mrs. Zickerman left Jan. 8 for 
Havana, where they will spend their 
‘ honeymoon. Upon their return they will 
live in Brooklyn. 

Meyer Sheinfeld, well known among 
the jewelers and diamond dealers of' the 
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Jewelry News of-the 


NEW YORK; i228 


downtown district, formerly with Samuel 
J. Sheinfeld, and now practising law at 
320 Fifth Ave., New York, was married 
on Dec. 20 to Miss Nettie Lomonosson. 
The couple returned recently after a 
honeymoon tour in the South. 

Schedules in bankruptcy of Lippman, 
Spier & Hahn, Inc., importers and whole- 
sale jewelers of 8 W. 30th St., were filed 
in the United States Court early last 
month. According to the schedules the 
firm’s liabilities are $227,353, against 


T PLUS SIGNS 


+ + + SALES OF THE 
W. T. GRANT CHAIN 
showed a dollar sales gain in 
December of 2.6 per cent 
over the same month last 
year and a gain for the year 
as a whole of 5.9 per cent. 


+ + + THE F. W. WOOL- 
WORTH CO. has placed an 
order with Cannon Mills for 
$500,000 worth of bath 
towels—the largest order of 
its kind ever placed. 


+ + + THE LYCOMING 
MANUFACTURING CO., 
division of Cord Corporation, 
has increased foundry pro- 
duction 100 per cent. 


+ + + APPROXIMATELY 
4000 MEN will be employed 
by early Spring on municipal 
projects in Kansas City, Mo.; 
about 1000 are employed at 
present. 


Compiled by SALES MAN- 
AGEMENT, INC. J 














which are assets listed at $81,936. Of the 
assets the value of the stock is given as 
$16,500 and the accounts $65,286. The 
largest creditors of the firm are in New 
England. 

The Traub Mfg. Co., Detroit, has of- 
fered $50 in prizes for the best designs 
of wedding rings showing an original 
interpretation of the sentiment of mar- 
riage. The contest is open only to the 
students in the class in jewelry design at 
the Mechanics Institute. Three prizes 
will be awarded, $25, $15 and $10. The 
designs are to be submitted at the close 
of the school term in April when the an- 
nual exhibition of the work of the class 
is held. 

In a recent contest sponsored by the 
manufacturers of Eversharp pens and 
pencils, in which more than $1,000 in 
prizes was distributed among dealers and 
salespeople selling these products, the 
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lucky winner of the first cash award of 
$150 was John L. Schwarz, manager of 
Menczer’s Jewelry Store, at 484 E. Tre- 
mont Ave., The Bronx. In all, 55 prizes 
including five cash prizes and 50 prizes 
of the new Eversharp Doric pen and 
pencil sets were awarded to the winners. 
Mr. Schwarz is recording secretary of the 
Bronx Retail Jewelers’ Association. 

The Maiden Lane Outing Club will 
hold its annual winter dinner on the eve- 
ning of Feb. 11 at the Grand Street Boys’ 
Clubhouse, 106 W. 55th St. Tickets for 
this extraordinary event may be had 
from the following, who constitute the 
arrangements committee: Harry Ander- 
son, 1 W. 47th St.; A. Peter, 20 W. 47th 
St.; J. L. Grant, 307 Fifth Ave.; John 
Wirth, 15 Maiden Lane; Al Betz, 9 
Maiden Lane; Howard Hetherington, 239 
W. 39th St.; J. Theise, 445 S. 10th St., 
Newark, N. J. Tickets are $3 for mem- 
bers and $4 for guests. 


Emil Kohn of Theodore A. Kohn & 
Son, 321 Fifth Ave., has presented each 
of the 50 students in the class in jewelry 
design at the Mechanics Institute, 18° W. 
44th St., with a beautiful booklet entitled 
“Concerning Precious Stones and Jewels.” 
The booklets are attractively bound in 
leather and contain much information of 
value to those associated with the trade. 
These booklets were received with much 
gratitude by the students and their in- 
structor, C. A. Jakobb, and a token of 
appreciation signed by all the aspiring 
designers in the class was presented to 
Mr. Kohn. 

Charles T. Evans, secretary of the 
American National Retail Jewelers’ As- 
sociation, is endeavoring to get an ex- 
pression of opinion as to which of two 
cities advertisers and exhibitors prefer to 
hold the national convention in 1932. 
The choice lies betwen Boston and Wash- 
ington, D. C. Also, the questionnaire in- 
quires as to how an annual jewelry show 
to be held in New York in August would 
be regarded, the event being restricted to 
buying activities. Mr. Evans will be 
pleased to receive response to these 
queries at his office at 22 W. 48th St. 


The Brooklyn Retail Jewelers’ Associ- 
ation met on Jan. 14 at the regular meet- 
ing rooms, 8 Nevins St. President Phineas 
Peters presided. Mr. Peters condemned 
the various trade evils the effects of 
which were emphasized prior to Christ- 
mas during the holiday buying season, 
making special mention of fake auctions, 
retailing wholesalers and industrial job- 
bers. As the result of a questionnaire 
sent to the members, it was disclosed that 
the retailing-wholesaler had been most 
hurtful to the retailers of Brooklyn, fake 
auctions running a close second. A dis- 
cussion of the trade conference, to be held 
at the Hotel Astor March 20-21, ensued 
and the members were urged to procure 
registrations for the event. 
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Daniel Leker 


MANUFACTURING JEWELER 
FORMERLY 


C. V. DOUGHERTY CO., INC. 
7-11 W. 45th ST. 
NEW YORK CITY 


SEED PEARL JEWELRY 


SPECIALIZING IN REMODELING 
AND SPECIAL ORDER WORK. 

















Wholesale Selling of Black 
Fine Moss Agate 


mounted in rings, brooches, scarf pins, etc., 10K Montana 
Agate. Send for CATALOGUE with 20% DISCOUNT. 


JEWELRY and LOOSE GEMS, many sorts at same 
DISCOUNT. $6,000 worth of all sizes. 


GENUINE ELK TEETH at wholesale to Jewelers, at 
10% DISCOUNT on the wholesale price. Sent on selec- 
tion. 


All Sorts of Gems and Gem Material 
Good Quality 


L. W. STILWELL 
DEADWOOD, SOUTH DAKOTA 














A 
NEW 


HOTEL 


ADJACENT 
TO THE 


NEW 


JEWELRY 
DISTRICT 





Tins hah de ty aad Te ww 


SAMPLE ROOMS AND SUITES AVAILABLE 








EVERY ONE of the thousand rooms contains a 
RADIO, PRIVATE BATH, CIRCULATING ICE 
WATER, SERVIDOR. 


Single from $2.50 daily. Double from $4.00 daily. 


The NEW HOTEL 


VICTORIA 


7TH AVENUE AT 51ST STREET, NEW YORK 
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Beautiful color 
plate, diagrams. 
16 photographs. 


“A necessary 
part of the re- ' 
tailer’s business 
library.”? — The 
Jewelers’ Circu- 
lar. 


Precious and Semi-Precious Stones 
By Michael L. Weinstein 


















A brief and easy-to-read presentation of fundamental 
facts about gems, real and synthetic. With 
tables on the color of stones, chemical 
composition, hardness and specific 
gravities, refractive indices, 
and gem-bearing 
localities. 


$2.25 
2 West 45th St., N. Y. Fy 


V0 en od Ae OP Ns) Be oO Oe OUR a 
ENTIRE STOCK and FIXTURES 








147 pages 


Isaac Pitman & Sons 





MO) 0] tom C10) 1310) \\ ir. an O10) 


27 SCHOOL STREET 
BOSTON, MASS. 


WRITE OR WIRE AND WE WILL SEND A 


EAR ZACH JEWELRY (ENTER 


Select, quiet, luxurious —INEXPENSIVE 


Ideal as headquarters for the jewelry and kindred 
trades. Near business centers, theatres, smart 
shops. 801 rooms, each with private bath (tub and 
shower), mirrored doors, circulating ice water, etc. 
RATES For one person—$3.50, 4, 5, 6, 7 


For 2 persons—add one dollar, any room 
Suites (parlor & bedroom) —$9, $10, $12 











Direct subway line to Maiden Lane district from 
Grand Central Terminal, 
nearby. (See map.) 


THE LEXINGTON 
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CHICAGO: 


H. D. Seebeck and G. A. Dahlman of 
the Heyworth building have left on their 
annual January sales trips. 

Ed Craft, of Craft Co., Indianapolis, 
spent several days here recently and left 
for a trip to the Pacific Coast. 

Charles Ellbogen, of Wendell & Co., 
has returned to Chicago after spending 
some time at their New York plant. 

The Etna Chain Co., New York, has 
opened an office at 159 N. State St., Room 
1223, with Robert P. Duke as sales repre- 
sentative. 

Charles S. Newman, 29 E. Madison St., 
left Chicago recently for New York city, 
where he will spend about two months at 
his office, 39 Maiden Lane. 

H. L. Jacobs, representing Hamilton & 
Hamilton, left recently for an extended 
trip through the Middle West and North 
West. 

Fred Perry, formerly of Ford-Perry 
Co., Providence, made a surprise visit re- 
cently to his host of friends in Chicago. 
He was accompanied by Mrs. Perry. 

C. R. Gardinor, president of the Inter- 
national Silver Co., spent several days in 
Chicago during January visiting the 
Chicago office and members of the trade. 

Mrs. A. L. Kramer has taken over the 
office of her late husband in the Hey- 
worth building and will continue to rep- 
resent in Chicago the gold and platinum 
lines of Dinhofer Bros., New York. 

Louis Eppenstein, president of Illinois 
Watch Case Co. and Elgin American 
Mfg. Co., has returned to Elgin and Chi- 
cago after several weeks at the New York 
office. 

S. D. McPherron is again at his desk 
with the A. C. Becken Co., after spend- 
ing several weeks at his old home in 
Greenfield, Ill., on account of the illness 
and death of his father. 

David Levy, associated with the 
Favorite Backstay Co., of Cincinnati, 
was married recently in Chicago. He is 
the son of A. W. Levy, Chicago man- 
ager for the Star Watch Case Co. 

Frank Dunn, of Dunn Bros., Provi- 
dence, spent some time here during the 
past month calling on the trade and vis- 
iting with his many friends, returning 
home by way of Detroit and Cleveland. 

Goldsmith Bros. Smelting & Refining 
Co., has announced that it will remove 
its offices and salesrooms from the ninth 
floor of the Heyworth building to the 
eleventh floor of the Kestner building 
about the middle of February. 


R..M. Friedman, for the past two years 
jewelry buyer for both the mail order de- 
partment and retail store of Elmer 
Richards Co. on W. 35th St., is resigning 
from this position effective the first of 
February. Mr. Friedman has not an- 
nounced his future plans. 

George Fleming, representing J. J. 
Sommer o., has a narrow escape from 
serious injury while on a business trip 
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recently. Several coaches of the train 
on which he was traveling from Cincin- 
nati to St. Louis, including the one he 
was in, were thrown into the ditch on 
account of spread rails. 

The Chicago office of George H. Ful- 
ler & Sons Co. reports that three of its 
salesmen opened the new year on the 
road. William Lamb is on the West 
Coast, M. G. Vanderhagen is at present 
covering the Northern Mississippi Val- 
ley and J. V. Huber is visiting the 
southern states. 

S. R. King, who has traveled Minne- 
sota, Illinois, Iowa and Nebraska for 
many years, is now associated with the 
Hart Jewelry Co., 27 East Monroe St., 
and will make his first trip for them in 
this territory in February. D. B. Felsen- 
thal, L. C. Lossau and M. J. Lossau, of 
this company also start on their trips 
early in February. 


or 


_— 


The Change Has Come 


With January the business world 
is believed to have passed the eco- 
nomic crisis. 

The public confidence which at 
the beginning of the month was 
at a low ebb completely changed 
as a result in the turn in the bank- 
ing situation and the reconstruction 
program put through by Congress. 

The serious menace of bank fail- 
ures now seems to have disappeared 
with the establishment of the Re- 
construction Finance Corporation by 
which the government practically 
underwrites the solvency of thou- 
sands of banks upon which runs by 
depositors were narrowly averted. 

These banks can get government 
loans if necessary, but the fact that 
they can, may make it unnecessary. 
For the new set-up has been suf- 
ficient to create public confidence 
and the two billion dollars of re- 
sources of the new corporation may 
not have to be used. 

In the language of the street, it 
looks is if business has actually 
“turned the corner.” 

But although confidence is quickly 
being restored, nothing in the situ- 
ation warrants any boom. The de- 
velopment of business should be 
gradual from now on, for the pur- 
pose of this stabilizing legislation 
has been an attempt to check fur- 
ther deflation rather than to cause 
any new boom from inflation. 














~ a 


The annual meeting of members of the 
Chicago District of the National Jewel- 
ers Board of Trade was held at the 
board’s rooms Jan. 7, at which time Ar- 
thur E. Manheimer, Manheimer Watch 
Co.; Charles Ellbogen, Wendell & Co.; 
Frederick M. Gottlieb, Frederick M. 
Gottlieb & Co., and J. G. Swartchild of 
Swartchild & Co. were chosen directors. 
Mr. Swartchild succeeds S. C. Lund. 
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Jewelry News Flashes from the 
Great Central West 


Cincinnati District of N. J. B. of T. 
Holds Annual Meeting 


CINCINNATI, Jan. 13.—Louis Lange of 
A. G. Schwab & Sons was reelected a 
director to succeed himself in the Cin- 
cinnati District of the National Jewelers 
Board of Trade. He will again serve a 
term of four years. 

Victor Gebhardt was elected chairman 
of the local board, while Ralph L. Hinds 
will continue as manager. The nominat- 
ing committee for next year is made up 
of Albert Wallenstein, David J. Gut- 
mann and John Gerwe. 


Cincinnati Wholesale Jewelers and 
Manufacturers’ Association 
Elects Officers 


CINCINNATI, Jan. 13.—An effort to 
interest the traveling representative be- 
cause of his contacts with the trade while 
on the road, will be made by Harold R. 
Haerr, president of the Cincinnati Whole- 
sale Jewelers’ and Manufacturers’ Asso- 
ciation. Mr. Haerr was elected presi- 
dent of the jewelers organization at the 
annual meeting Tuesday night. 

Mr. Haerr was elected to succeed 
Harry Greenwold. With him was elect- 
ed “Uncle” Mose Schwab, dean of the 
wholesale trade in Greater Cincinnati, 
who was named vice-president. J. Charles 
Becker and Clarence Loeb were re- 
elected secretary and treasurer respec- 
tively. 

The Cincinnati organization held its 
annual election meeting in spite of the 
so-called business let down but did not 
make any attempt to stage the annual 
dinner dance that usually preceded the 
annual business meeting. 


Prices of Silver Bars 


U.S. 
Government New 
London Assay Sell- York 


Date Official ing Price Official 
1 . Saaeenee r 20 32% 30% 
in © secieaunwe 20% 32% 30% 
TOMARE wince sewes 20 32% 29% 
GNP OO cccvnnaoas 183% 31% 29% 


Platinum Market 


Platinum prices, as of Jan. 21, were 
officially quoted as: 


SOE van dc vncdeawadankes, Chaeaeaeeenen $40.00 
Containing 5 per cent: iridium......... 42.00 
Containing 10 per cent iridium........ 44.00 
ROR cg nacacanoeuceduetaaenwieadaa 90.00 
MOMENI c.xeaweukees ec na cadeueiaed 21.00 


The new 1932 Swartchild & Co., Chi- 
cago, tool and material catalog has been 
issued. It contains 576 fully illustrated 
pages. A special feature will be found 
in the watch material section, which con- 
tains hundreds of new Swiss movement 
illustrations. New built up watch ma- 
terial assortments with revised charts are 
attractively illustrated and described. 
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“— o YOU would not buy a 


mainspring if it were too soft or too 
brittle, neither would you want a 
plier that was not properly tempered 





This also applies to WATCHGLASSES 


V. T. F. GLASSES HAVE BEEN MADE AT THE 


SAME FACTORY IN FRANCE FOR OVER FIFTY YEARS AND 
THE PROCESS OF ANNEALINC WAS PERFECTED MANY YEARS 
AGO AND HAS BEEN USED EVER SINCE. 


* 
- 31/3 Gross 
MI-EMPS in handsome 
FOR Mahogany finish 
A cabinet 
LIMITED 
5 P| 
TIME... SoD spi: 
* 


No charge for 
cabinet 














.» you can obtain 31/3 Cross V. T. F. MI-EMPS at the 
regular price of $7.00 per Cross with a handsome Mahogany 
cabinet furnished gratis during this offer 


ORDER THROUCH YOUR JOBBER 


HAMMEL, RIGLANDER-PENNANT CORPORATION 


Exclusive Wholesale Distributors 
NEW YORK, U. S. A. 








Excerpts from Letters to the 
A. N.R. J. A.: 


Your proposed “National Watch 
Cleaning and Jewelry Repair Week” 
appeals to me as a mighty good idea 
and | shall be glad to cooperate in 
the drive. | am therefore enclosing 
my check. 

M. L. Jones 
Fairfield, Neb. 


¢ ¢ 


Please send us the window post- 
ers and the sales helps along with 
the story for our local newspaper. 
We appreciate this work on your 


part. 
J. F. Mac Donald 
Imlay City, Mich. 
+ ¢ 
The National Watch Cleaning 


and Jewelry Repair Week is a splen- 
did idea. Carry on! You are always 
a leader in the field, no trailing be- 
hind, That's the spirit. 


George Draeb 
Sturgeon Bay, Wis. 





~o 





NATIONAL 
WATCH 
CLEANING 


AND 


FINt WATCH 
RE PA TING 








(0/ NATIONAL 


{WATCH CLEANING 


Watch Repair Window Display by Meiners Jewelers, Inc., Hackensack, N. J. 


JEWELRY REPAIR WEEK 


he movement to institute 
a National Watch Cleaning and Jewelry Repair Week 
starting Feb. 24 has gathered great impetus. Many 
orders have already been received by Charles T. Evans, 
secretary of the American National Retail Jewelers’ As- 
sociation, sponsor of the campaign, requesting the adver- 
tising material being used to present this idea to the 
general public. Posters, mats and newspaper publicity 
have all been ordered in large quantities. ‘The wholesale 
end of the trade, especially the material houses, are doing 
their part to publicize the movement among jewelers by 
stamping every letter that leaves their offices with the 
special sticker telling of the week. 

A suggestion for a window display during the week of 
February 24 is found in the above illustration of an ex- 
hibit made by Carl F. Dombrofski, manager of Meiners 
Jewelers, Inc., Hackensack, N. J. In the foreground, 
under glass, are shown the different parts of a watch. 
Watchmakers’ tools complete the display with a lathe in 
the background. Other jewelers are urged to prepare 
similar window displays. 

In these days of stress and strain the repair department 
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is coming in for greater consideration as a source of 
profits. The value of the bench to the retail store is 
accurately reported in the survey made recently by the 
Department of Commerce with the cooperation of the 
A. N.R. J. A. 

According to this survey the 308 stores reporting the 
net sales of repairs (these stores ranging in size from 
less than $10,000 total net sales per year up to more than 
$500,000 per year) showed an average of 10.5 per cent 
of the total net sales as being derived from repairs. For 
stores having yearly sales of less than $10,000, the sur- 
vey showed that repair sales were 34.0 per cent of the 
total. Stores in the next size classification, $10,000 to 
$24,999, derived 21.6 per cent of their income from re- 
pairs. An even decrease in repair sales was the case as 
the size of the stores increased. Stores having yearly sales 
of $500,000 and over had repair departments which did 
8.2 per cent of the total net sales. These figures apply 
to the banner year of 1929. It is interesting to specu- 
late what they would be if taken for 1930 and 1931. 

The watch material, lathe and small placards are 
from the Gruen Watchmakers Guild, Cincinnati, Ohio. 
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Watch With 
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Attractive 


for Repair Week. 


Gentlemen: 





Counter Card 


The new B. B. counter card 
takes very little room and 
adds color to your counter as 
well as acting as a reminder 
to your customers. Get yours 


AND CATALOG SUPPLEMENT BB 


If you have not yet received them, fill in the coupon below 
and mail it to us. We'll send them to you at once. 


BROZEN BROS. WATCH CRYSTAL CoO., Inc. 


160 Varick Street, New York City, N. Y. 


Please send me the supplement to your B. B. catalog and also the new 
Free Counter Card. This does not obligate me. 
PS. eckvincidlicaaseawesadet made 


cl CE ee eet re tie a eae 


B. B. WATCH CRYSTAL CO., INC., 


———, 


GIVE YOUR CUSTOMERS B. Berne FINEST CRYSTALS 


AND 


HELP PROMOTE AMERICAN BUSINESS AT THE SAME TIME 


National Watch Cleaning and Jewelry Repair Week, February 24th to 
March 2nd, is the ideal time to introduce to your customers the new 
B. B. DUREX Crystals. Many of your customers may want to replace 
their present crystals with DUREX because of its beautifully bevelled 
edges, extra protecting thickness, perfect transparency, and because it 
is a genuine glass crystal. Show them DUREX and see how easy it is to 
sell. If you haven’t a supply of DUREX, order them from your jobber 
today. There is Extra Profit in it for you. At the same time you will be 
helping to promote American business as ALL B. B. CRYSTALS ARE 
MADE IN THE U. S. A. 





Newest Crystal Numbers 
5 oe DE GD 8S Dp. < in B. B. Supplement 
“ROCK STYLE” | 
CRYSTALS This supplement contains all 


the new B. B. crystal num- 





bers added to our line since 
our last catalogue was issued. 
You'll want a copy to check 





up with your present stock 








for replacement purposes. 


FREE? 
ATTRACTIVE COUNTER CARD oT 





We supplement to catalog” 





ira watch crystals] 





THE BB. CRYSTALS ELLUSTRATED TN THIS 
SUPPLEMENT ARE NEWEST SIZES FOR 
POPULAR STYLE WATCHES INTRODUCED 

FROM JULY 1930 TO JANUARY 1932 22% 


THERE Is No SCRSTTTE TE POR BEAD TY 








ORDER FTHROLGH VutrR SOnnen 














160 Varick St., NEW YORK, N. Y. 




















View from the rear of the C. M. Hay Jewelry Store, Coshocton, Ohio, showing the special watch repair department. 


Modern Merchanc 


ment Broug 





A well arranged repair 
department is particularly to be desired, especially at the 
present time when sales are not as brisk as might be de- 
sired. 

When the present store of C. M. Hay, Coshocton, 
Ohio, was erected six years ago one of the features was 
a specially constructed display case built around a watch- 
maker’s bench at the rear of the store. The arrangement 
is unique, in that all repair parts may be kept convenient- 
ly at hand—and at the same time no store display space 
is lost. The unsightly watch racks are concealed beneath 
the counters. 

As will be noted in the photograph, the counter is cen- 
tered with the line of regular display cases as they extend 
back from the front horse shoe. It is made of mahogany 
paneling and harmonizes with the other fixtures. The 
top ledge is of plate glass with a single row of remov- 
able trays slipped just under the glass. ‘This provides a 
place to show a complete assortment of watch bands, low 
priced watches, thimbles, reading magnifiers and a lot of 
other small items which jewelers frequently find trouble- 
some when it comes to giving them adequate display. 

Repair customers who had no thought of purchasing 
anything are in this way reminded of new link bands espe- 
cially, and with just a little sales help from the watch- 
maker—a sale is made. 

“Formerly, when the repair bench was kept in the 
front of the store, customers came in, transacted their 
business and were on their way without having seen ANY 
of the merchandise displays. Now they look around on 
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ising in this Repair Depart- 


At Increased Profits 











In this article R. M. Hay, manager of the C. M. 
Hay store, points out the advantages of having the 
repair department at the rear of the store. “Our 
store looks better and we find that people like to 
come back to leave their watches since it gives 
them a chance to see our merchandise,” he says. 











the way out and thus are brought within selling range of 
the merchandise. Our store looks better—the front part 
is used for selling instead of storage. The watchmaker 
is not bothered with ‘drop in’ loafers and gets only the 
repair customers. People like to come back to leave their 
watches. It gives them a chance to browse around and 
see the new things,” says Mr. Hay. 


M.. Hay, who is president 


of the Ohio Retail Jewelers’ Association, puts real en- 
thusiasm and good judgment into his merchandising plans 
and has used this ability to build up his repair depart- 
ment business. One of his ideas is to always get the cus- 
tomer’s telephone number when a watch is left for re- 
When the work has been completed the customer 
This little courtesy builds good 


pairs. 
is promptly notified. 
will and is appreciated. 
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LEADING WHOLE 






































B. KLEITZ & BRO. CO. 
6th & Market Streets 


DISTRICT OF COLUMBIA 
Washington 


A. BLUSTEIN CO., INC. 
904 G Street, N. W. 


ILLINOIS 
Chicago 


BEN]. ALLEN & CO., INC. 


10 So. Wabash Avenue 


A. C. BECKEN COMPANY 
35 East Wacker Drive 


SWARTCHILD & CO. 
29 East Madison Street 








JEWELRY 
SPONSORED | (Grey NGTAIN Aaa 
oe Shea te 
p <n Window 
le A bute test’ Or. “Tight to the BM wa 
||| SSS ee 
—— 
ALABAMA KENTUCKY 
Birmingham Louisville 
F. T. SKELTON CO., INC. GEO. KATZMAN CO., INC. 
192112 Second Avenue S. E. Cor. 3rd & Walnut Streets 
= ee * *& 
MARYLAND 
DELAW ARE Baltimore 
Wilmington JOHN A. TSCHANTRE 


28 E. Baltimore Street 


MASSACHUSETTS 
Boston 


HARKINS & MURPHY CO. 
373 Washington Street 


J. M. KIRBY CO., INC. 
373 Washington Street 


H. J. McGRATH CO. 
373 Washington Street 


MINNESOTA 
Minneapolis 


S. H. CLAUSIN & CO., INC. 
17 South 6th Street 


St. Paul 


ESSLINGER & CO. 
510 Ryan Building 


February, 1932 
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SALE DISTRIBUTORS of 4 4 4 


Watch Materials and Jewelry Supplies 
Who Have Endorsed the National Watch 


Cleaning and Jewelry Repair Week Feb. 24 


A A SN 








| 





MISSOURI NEW YORK CITY (Continued ) 


St. Louis 
BAUMAN-MASSA JEWELRY CO. eae QUAYLE, INC. 
roadway 


720 Olive Street 


"i HENRY DIAMOND 
90 Canal Street 





NEBRASKA 
; Omaha 
THE BERGMAN COMPANY GEORGE J. DOEHRMANN 
409 South 15th Street 15 Maiden Lane 
KOSOVER & RADIN 
NEW JERSEY 65 Chrystie Street 
Newark 
NEW JERSEY JEWELERS SUPPLY HOUSE 
95 Bank Street KRIEGER & DRANOFF 
10 W. 47th Street 
NEW YORK LIEBERMAN BROS. 
Albany 66 Nassau Street 


M. LEVITZ & COMPANY 
Levitz Building 


JOSEPH PILTZ 
* * # 26 Eldridge Street 


-NEW YORK CITY 
ADELSON & SEGALL JOHN A. POLTOCK & CO., INC. 


97 Canal Street 15 Maiden Lane 


BUHL, PEER & KEEFE S. STANLEY SOLOMON 
37 Maiden Lane 21 Maiden Lane 











92 THE JEWELERS’ CIRCULAR February, 1932 



































- LEADING WHOLESALE DISTRIBUTORS of 


Watch Materials and Jewelry Supplies 
Who Have Endorsed the National Watch 
Cleaning and Jewelry Repair Week Feb. 24 
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OHIO 


Cincinnati 


LINDNER & CO. 
18 West Seventh Street 


Cleveland 
COLMAN BROS. 


Schofield Bldg., Cor. E. 9th & Euclid Ave. 


THE MERIT COMPANY 
1010 Euclid Avenue 


Columbus 


EARL SCULLER 
Citizens Bank Bldg. 


OREGON 
Portland 


BUTTERFIELD BROS. 
Mohawk Building 


PENNSYLVANIA 
Harrisburg 


E. E. FISHER 
26 North Third Street 


Lancaster 


H. S. MEISKEY COMPANY 
144-148 N. Duke Street 


’ SAUL L. SOLOMON 
444 N. Queen Street 





Philadelphia 
See Page 93 for Association Listing 
Pittsburgh 


MARTIN GLUCK & SONS 
718 Penn Avenue 


J. M. KURTZ COMPANY 
214 Bessemer Building 


- = «© 


TEXAS 
Dallas 


H. H. HAWLEY CO., INC. 
1521-1523 Commerce Street 


Houston 


H. H. HAWLEY CO., INC. 
4132 Fannin Street 


* & © 


VIRGINIA 
Norfolk ' 


HERR & KLINE 
231-235 Granby Street 


- = @ 


W ASHINGTON 
Spokane 


S. H. CLAUSIN & CO., INC. 
Hyde Building 


- oS 6 | 


WISCONSIN 
Milwaukee 


WM. F. GOLLBERG COMPANY 
213 West Wisconsin Avenue 














“House Cleaning” in the Gift Section 
(From page 67) 


and also what the article is suitable for, as, for instance, 
“Women’s first prize,” “Men’s booby prize,” etc. Then 
place these all together on a table, with a placard reading 
something like this—‘‘Here are Bridge Prizes at a low 
Price, which will mean a saving to clubs, lodges, and 
others desiring to economize on their bridge prizes.” Of 
course these prizes must be subject to inspection at all 


times. 





February 24th—What It Means to the Jewelry 
Trade 


February 24 marks the date of a forward step in the 
Jewelry Industry, namely the “National Watch Cleaning 
and Jewelry Repair Week.” The A. N. R. J. A. to- 
gether with the trade papers, leading manufacturers and 
wholesalers, announce that support has been received from 
every State in the Union. While this is encouraging, 
and shows a widespread interest in this special week, it 
needs the added participation of every retail jeweler in 
the country to make it a complete success. 

The repair department has more than ever in the past 
few years proved itself to be the backbone of the retail 
jeweler’s income, and with that thought in mind, this 
special week was planned so that the consumer would 
become better acquainted with the service the repair de- 
partment offers to him through his local jeweler. 

To actively participate in this campaign, and insure its 
complete success, the retail jewelers must display the 
posters which have been prepared by the A. N. R. J. A. 
These powerful three color posters are 22 inches Wide by 
34 inches high, and carry a direct appeal to the public to 
have their watches cleaned and repaired, jewelry re- 
modeled, etc. Also, newspaper publicity and news stories 
with real advertising value for use in local newspapers, 
and general sales helps copy that will enable the jeweler 
to derive full benefit from the ‘National Watch Clean- 
ing and Jewelry Repair Week.” This material costs only 
$1 and should be ordered direct from the AMERICAN 
NATIONAL RETAIL JEWELERS ASSOCIA- 
TION, 22 West 48th St., New York, N. Y. 

Additional Aids that tie-up with the posters are Na- 
tional Watch Cleaning and Jewelry Repair Week Stick- 
ers, size 114 inches wide by 214 inches high, printed in 
three colors, gummed and perforated, ready for use. 


These stickers are a fac-simile of the poster, and sold in | 


lots of not less than 1000. Price, $2.50 per 1000, postage 
prepaid. ‘They should be put on everything you send out, 
such as letters, statements, advertising matter, and all 
packages. 


Four newspaper mats have been prepared. Mat num- 
ber one deals with general watch repairing, size 2 columns 
by 314 inches deep. Number two deals with jewelry re- 
pairing, size one column by 5% inches deep. Number 
three covers the oiling and general care of a watch, size 
one column by 5% inches deep. Number four emphasizes 
the remodeling of old jewelry, size 2 columns by 3% 
inches deep. Each one of these mats carry powerful 
headings with suitable illustrations, and copy that invites 
the public into your store. These mats are reasonably 
priced at 75 cents and will prove of real sales value in 
bringing you new business. 
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The Members of 


The Philadelphia Association 


of 


Watchmakers and Jewelers 
Supply Jobbers 


Heartily Endorse the National Watch Cleaning 


and Jewelry Repair Week 


JOS. B. BECHTEL & CO., INC. 


729 Sansom Street 


S. GOLDIN & CO. 
1242 So. 8th Street 


KRAMER BROTHERS 
725 Sansom Street 


BORIS POUL 
801 Sansom Street 


ROTHMAN & MEYER 


134 South Eighth Street 


M. SICKLES & SON 
904 Chestnut Street 


WILLIAMS & WAPLES 


727 Sansom Street 


A. ZLOTNICK & CO. 


708 Sansom Street 
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“FITRITE PRODUCTS” 


HEARTILY ENDORSE NATIONAL 
WATCH CLEANING AND JEWELRY 
REPAIR WEEK SPONSORED BY 
A.N.R.J.A. 
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M. J. LAMPERT & SONS, INC. 


Importers and Manufacturers Agents 


119 FULTON ST. 
NEW YORK CITY 


Ve 
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No Watch 
Will Give Satisfaction 
in a Sprung or Broken Case. 


D° YOU REALIZE the enviable position 
you will enjoy if you solicit the case 
repair when taking in the watch for clean- 
ing or repairing? 


Why risk your valuable reputation by not 
having the “sprung” case fixed? 





Neglect to do this allows dirt and grit to get 
back into the movement. Soon after, the 
customer concludes that your work was un- 
satisfactory. Your reputation and business 
will suffer. 


The case repair is essential. Explain this. 
The customer will readily see the point, 
and you earn an additional profit. 


Send us the case. We will put it in first- 
class condition and return promptly. Our 
service costs no more than you have been 
paying for ORDINARY work. 





BECKER-HECKMAN CO. 


Incomparable Watch Case Repairing. 


29 East Madison Stret CHICAGO 


803 Heyworth Building 


























Quicker 
Melts 


Cleaner 
Castings 





For Melting Gold and Silver 
Without the Use of a Furnace 


@ Dica crucibles are made of the most heat re- 
taining materials and are uniform in composition. 


@ They do not crack when heated or cooled. 


@ You will find them convenient as they are de- 
signed with the correct pouring angle. 


Ask your dealer. 


BINNEY & SMITH CO. 


41 East 42nd Street, New York, N. Y. 


prey YT tT eee ee dee 
BINNEY & SMITH CO., 41 E. 42nd St., New York. 
We are interested in the Dica Crucible, so please send us more 
information. 
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OLD JEWELRY 


ACCURATELY 
REFINED 


SEND your old jewelry, 
sweepings and polishings to 
us. We recover the platinum 
and palladium as well as the 
gold and silver. Our prompt 
check covers the allowance 
of ALLthe precious metals in 
your scrap. 


SPYCO ° 


SMELTING & REFINING CO. 


51 So. Third Street MINNEAPOLIS, MINN. 
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HOROLOGICAL 
QUESTIONNAIRE 


By 
LESTER B. PRATT 





(Continued from the January issue) 


Flow shall we proceed 


to make a train wheel ? 


Answer.—The dimension of the train wheel and teeth 
are figured in the same manner as given for the hour 
wheel, but the wheels must be sawed out to produce the 
five arms and web in such wheels. This is easily marked 
out by cementing a piece of brass plate of the proper 
thickness to a cement chuck. Having determined the 


G. 


























Fig. 1 


proper outside diameter of the required wheel, we will 
mark a circle of this diameter on the face of the brass 
plate, by holding a scriber against the plate while the 
lathe is revolving. ‘Then we will scribe another circle 
within this circle, allowing sufficient metal in which to 
cut the teeth. We will also scribe a circle in the center 
of the diameter of the pinion to fit the wheel; also a circle 
to form the hub of the wheel. 

We will mark the width of the arms by setting the 
hand rest slightly above center and drawing five straight 
lines from the center to the outside, setting the index plate 
to divide the wheel blank into five equal spaces. Then 
we will set the hand rest slightly below center and 
draw lines parallel with those previously drawn. Our 
next operation will be to remove the plate from the 
cement chuck, clean off the cement and drill a hole in 
each segment to be removed. Then we will saw out 
the segments with a fine jeweler’s saw. Then we may 
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soft solder the wheel to a cement brass and proceed to 
cut the teeth in the same manner as described for the 
hour wheel. The final sizing to fit the pinion may be 
done after the teeth are cut and the wheel stoned smooth, 
by holding the wheel lightly in a wheel chuck. 


Wat type of cutter 


is most suitable for cutting steel wheels, such as crown, 
inter-setting, and inter-winding wheels and pinions? 


Answer.—While a fly cutter is excellent for cutting all 
kinds of brass wheels, it is not well adapted to the cutting 
of steel wheels and pinions. For such work, we shall 
require a multiple edged cutter, which is termed a “pinion 
cutter,” and in the case of large machine gears, a “gear 
cutter.” The various types of “pinion cutters” will be 
described in detail later on. 


Wat kind of an attachment 


is necessary in order to use the pinion cutters? 


Answer.—To use the pinion cutters, we shall require 
an attachment similar in design to the fly cutter attach- 
ment, but it must be made heavier and more rigid to 
avoid vibration as much as possible. 

There are regular pinion cutter attachments made to 
fit most lathes and excellent cutting may be done with 
them, but we are going to describe an attachment which 
can be made by the ambitious student and much useful 
experience will be gained in the making of this attach- 
ment. 

Referring to Fig. 1, which is a sectional drawing in 
elevation. “A” is the frame, which should be made of 
soft steel, and any first class machinist can do the rough 
work. A hole five-eighths of an inch in diameter should 
be drilled and reamed through the frame to take the 
spindle bearing “H.” ‘The part of the frame shown at 
“Ar” should be formed to fit the tool post of the slide 
rest. 


A hole should be drilled and tapped for a 3/16 by 32 
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‘By aftsmanship bring you the top value of your 


gold, gold filled, silver and 


Buy Your 
platinum scrap and filings. 


WEDDING 
RINGS 
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Send in a trial shipment and be con- 
vinced. The check for full value will 
be sent by return mail. 
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Lots held intact until estimates are 
approved. 
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A reputation over a century in the 
building is behind our guarantee. 
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and Company, Inc. 















| 15 West 47th Street, New York City ! 4 Generations of Honest Trading 
{ Telephone Bry 9-4645 

anemia N. L. SHTEINSHLEIFER 
1 Delivery can usually be made J Refiner of Precious Metals 

i from stock 78 Bowery New York, N. Y. 
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Precious 
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Cold, Silver 
Try Hoover once. See what is AND 
meant when we say, “It’s the : 
Amount of the Check that P | atinum 
Counts. sted Sacks, when re- IN PLATE and WIRE 
quired, furnished free of charge. caciiaadaiaaes 
Write us what you have to ship. T B 


HAGSTOZ 
HOOVERG&STRONG, INC. and SON 


119 W. Tupper St., Buffalo, N. Y. 
Golden Rule po and biniinns Since 1912 709 Sansom St. 
PHILADELPHIA, PA. 





























thread screw, shown at “1.” The screw “1” (which is 
also shown in detail), is a taper locking screw, and is 
used to lock the spindle bearing “B” in position. Fig. 2 
shows respectively the top and bottom view of the frame 
“A.” and indicates the action of the locking screw. The 
spindle bearing “H,” should be made of Stub’s tool steel, 
five-eighths of an inch in diameter by one inch in length 
and three-eights hole drilled clear through to take the 
spindle, shown at “B.” ‘The spindle bearing should be 
turned to a 45 deg. angle inside each end. ‘The spindle 
bearing should be hardened by heating to a cherry red, 
and quenching in cottonseed oil, then drawn to a dark 
straw color. Then the 45 deg. angle on each end should 
be lapped smooth and polished. The lapping may be done 
with a 45 deg. brass taper made to fit the tailstock spindle. 
The spindle bearing may be held in a wheel chuck while 
being lapped. 
The spindie shown at “B” should be made of Stub’s 
tool steel five-eighths of an inch in diameter by two and 
A 
“a \ 


yi\ 





























A, A 

















Fig. 2 


one-half inches in length. ‘The spindle should be cen- 
tered carefully, then drilled and tapped to take the % by 
40 thread cap screw shown at “C.” The cutter shoulder 
may then be turned. It should be one-quarter of an inch 
in length by 190 in diameter. Another shoulder one- 
quarter of an inch in length by one-half inch in diameter 
should also be turned just back of the cutter shoulder. 
The opposite end of the spindle is next turned to five- 
sixteenths of an inch in diameter by two inches in length, 
and the end threaded to take a 40-thread adjusting nut 
shown at “G.” 

The cutter end of the spindle we will turn to a 45 
deg. angle to match the 45 deg. angle in the spindle bear- 
ing “H.” ‘The spindle should next be slotted to take the 
thimble, “D,” and the steel pulley center, “E.” The 
spindle may be hardened by heating to a cherry red and 
quenching in cottonseed oil. 
to a dark straw color. Any piece of steel of such dimen- 
sions should always be plunged lengthwise in the quench- 
ing fluid to avoid danger of distortion. 

The spindle may next be ground and lapped smooth 
on the end to take the thimble “D.” The thimble should 
be made of Stub’s tool steel and turned to a 45 deg. angle 
to match the spindle bearing “H.” A small hole is drilled 
in the thimble and a pin fitted to engage the slot in the 
spindle, but the pin should not be driven in until the 
thimble is lapped to fit. The pulley center, “E,” may 
be made in the same manner with a small hole drilled and 
pin fitted to engage the slot in spindle. The thimble and 
pulley center should each be turned about 0.002 under- 
size to allow for lapping, after they are hardened and 
tempered. 
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We will next assemble the thimble, pulley center and 
adjusting nut in the spindle, and lap the 45 deg. angles 
true to match the angles in the spindle bearing “H.” 
The pulley “F” may be made of hard rubber two inches 
in diameter by five-sixteenths of an inch in thickness. 

The hole in the pulley should be turned about 0.005 
undersize and forced into the pulley center “E.” This 
is easily done by rounding off one edge of the pulley 
center a trifle and using a heavy vise of force the wheel 
on. The cap screw “C” may have a one-sixteenth hole 
drilled in the edge, and a small rod is used for drawing 
the cap screw tight against the cutters. 

The cutter shoulder should be ground and lapped with 
the spindle running in its own bearings, to insure accuracy. 
It should be lapped to 0.1885 diameter. Then when we 
make a new cutter, we may drill a hole in our pinion 
blank with a standard 3/16 drill, which will allow 0.001 
for lapping to size after hardening. We will also make 
two washers about 1/16 and % to fit the cutter shoulder, 
to be used as fillers with cutters of various thicknesses. 
The washers should be of the same diameter as the cap 
screw “C,” and must be lapped to fit the cutter shoulder 
accurately and also lapped flat and of uniform thickness. 
It is hardly necessary to harden them, but they must be 
true in every respect. 


(To be continued) 





Still at the Bench 


If there were an organization of veteran jewelry re- 
pairers in this country, Richard Luchtenberg would 
qualify as‘a charter member. Just rounding out 80 years 
of usefulness and industry, he bears the distinction of be- 





Richard Luchtenberg 


ing as capable and efficient in his chosen profession as 
many others much younger. 

Mr. Luchtenberg, whose father was a German watch- 
maker and came to this country 79 years ago, is owner 
as well as employee of the jewelry establishment that 
bears his name at 196 N. High St., Columbus, Ohio. 
After serving a two years’ apprenticeship in Cincinnati, 
he entered his present business, then being conducted by 
his father and brother, at the age of 18. - The senior 
Luchtenberg died in 1870 and later at the death of the 
brother, Richard Luchtenberg took over the management.. 
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ES & SANDERS 


Sell to the Actual Smelters 





~ 


and Get Higher Prices 


SWEEP SMELTERS. 
{ BIRMINGHAMVI,ENG. 

















- THE WASHBURN 
MAGIC NUT 


Soonrtty, 
Automatic Holder + * . ° 
for seart Pins for Ear Studs, Searf Pins, 


ete, 


=a) Platinum—18k White 
Open 


18k — 14k — 10k 
14k R. P. — Sterling 


PEARL DRILLING, STRINGING 
and Adjusting a Specialty 
cue Repairing and Special Order Work 
Sater” Catch Send for Descriptive Circular 


vie "8: C, IRVING WASHBURN 
7 ™*'' 108 FULTON ST., NEW YORK 

















BUY AMERICAN MADE 
WATCH AND CLOCK OTF 


D6 Oise e O2 FP 


For fifty vears the standard lubricant 


for watches and clocks 


ORDER FROM YOUR JOBBER 











ASTIN 


Delivery guaranteed within 3 days 


George Palestro 


134 West 23rd St., New York City 


WAtkins 9-8661 








THE STRONGHOLD RING GUARD 
AN UNBEATABLE RING GUARD 
14K. solid gold ring guard. Perfectly resilient, 
fite snugly on ring and insures a comfortable fit. 
Designed for Men's, Women's and Children’s 
rings. The guard cannot come off the ring. Sold 
on cards of 1 dozen in assorted sizes and colors 
Also for Baby Rings. Each guard guaranteed—we 
replace all guards if they break or bend out of 
shape. Each guatd stamped 14K. 
Order Through Your Jobber 


STRONGHOLD RING GUARD CO. 
406 East 149th St., New York 








NON-TARNISHING FLANNEL 


ROLLS and BAGS 


FOR SILVERWARE 


Bridgeport Bag & Jewelry Case Co. 
New Address—25 Wells St., Bridgeport, Conn. 














WORKSOP WOES ¢ QUWIEIRITIES 


Engraving gun barrels. 

I want to do engraving on blued steel then silver 
I need full information as I have never 
done any of this work. (Question No. 4838).—F. P. F. 
Answer.——In regard to doing engraving on blued steel, 
you should have no trouble in the actual engraving except 


plate the cuts. 


that you will have to sharpen your engravers rather blunt. 
It will be rather a proposition to silver plate these cuts 
without getting over the edge of your work. You could 
make a little wax wall around your engraving and then 
silver the cuts with a sponge dipped in silver plating solu- 
tion. Of course, in this case you attach your negative 
wire to the steel and your positive wire to the sponge. 
There should be no actual difficulty with the plating 
process, but perhaps it will be difficult to plate without 
running over the edges. 

We are not aware of any lead deposit or plate that 
could be quickly deposited on glass to a thickness of one 
millimeter. ‘The only practical method we are aware 
of is to make a silver deposit which is a rather long, com- 
plicated process and as you desire a cheap method we do 
not believe it would answer the purpose. 


Piaing saxophones 

I have several saxophones that I wish to gold plate 
in the bright or satin finish. I have a good solution. 
What kind and size vat should be used? What amount 
of voltage should be used? What size anode? Should 
it be 24K? Could a junior 8 volt transformer be used, 
hooked up with the light circuit instead of batteries? 

Please give me complete detail. (Question No. 4839). 
—C. M. L. 

Answer.—In regard to plating saxophones, advise tank 
you should use, should be simply large enough to contain 
your largest pieces. ‘The voltage for gold plating for 
this type of work should be from one to four volts. The 
amperage will vary, of course, with the surface of the 
pieces. The anode should be 24K gold and the size is 
of no particular consequence as is the case of other solu- 
tions. For pieces as large as saxophones it would seem 
that an anode eight inches long and three inches wide 
would be ample. 
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We do not believe you could use an eight volt trans- 
former. You will require a regular generator capable 
of producing up to six volts and 100 amperes. 


Patishing crystals. 
I wonder if you can give me some information on 
crystal polishing. I have about one gross of fancy shaped 
crystals which I have had for a long time. Some are 
chipped slightly on the edges and nearly all are scratched 
on the surface. They have all been thrown together in a 
box. The chipping can be ground out, most of it, by fit- 
ting to the bezels but they will need polishing to remove 
the dull surface that the grinding leaves. 


1.—Polishing after the grinding? 
2.—Polishing out the surface scratches? 


I would appreciate any information that you can give 
me and please tell me where to buy the necessary ma- 


terials. (Question No. 4840).—G. E. K. 


Answer.—Your fancy shaped crystals which are 
chipped on the edges, of course, can be ground to fit the 
bezel and this will take care of that part of your trouble. 
Crystals which have surface scratches must be refinished 
on a fine grinding wheel if the scratches are very deep. 
The crystals may then be polished on a felt wheel fed 
with a mixture of fine powdered rouge and water. The 
rouge should be made into a paste and kept in that condi- 
tion while polishing. ‘Too much powder will cause it to 
be drawn away from the wheel. The speed of such a 
buff should not be over six or eight hundred r.p.m. 





A grandfather clock that once told time for George 
Washington today tick-tocked the arrival of the bicen- 
tennial anniversary of his birth. It stood and stands in 
the home of Mary Ball Washington, the first President’s 
mother, and today had a microphone nearby, carrying to 
radio listeners the striking of 12 o’clock noon. Just before, 
Representative Sol Bloom, Democrat, of New York, as- 
sociate director of the George Washington Bicentennial 
Commission, announced that the striking of the clock 
officially would open the 200th anniversary year. 
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BROADWAY 


PLENTY OF TIME!! 


When every minute counts, that’s the 
time you will be glad you’re stopping at 
the PARAMOUNT in the heart of the 
JEWELRY CENTER. No more rushing 
to make trains, no heavy taxi bills and 
no more “breakneck” speed to keep 
appointments. 












No wonder so many folks call the 
PARAMOUNT “home”. . . for a nice 
furnished room with bath, shower and 
running icewater costs so little! 


700 ROOMS 
From $3.00 Single 
5.00 Double 


10.00 en suite 


Special rates for permanent guests. 


VISIT NEW YORK’S MOST BEAUTIFUL 
DINING ROOM 
THE PARAMOUNT GRILL 


aramoun 


AS STREET WEST et B'WAY 






HO> 
~ 





CHARLES L: ORNSTEIN 
++ ->MANAGER:> >: 
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OFFICES FOR RENT IN 
National Jewelers Board of Trade Bldg. 


22 West 48th Street, New York City 
Small and larger units of desirable space, with north 
light ready for immediate occupancy. 


DE WITT, SMITH & BATZLE, Managing Agents 
37 Wall Street, New York City 


Phone Whitehall 4-3883 











HAIRSPRINGS 


Go to a specialist with your hairspring troubles. 
Just send balance wheel and bridge, stud and 
collet to vibrate. Flat or Breguet hairsprings, 
Swiss and American, all sizes. 





gy 


SWISS HAIRSPRING SERVICE, Inc. 


116 Nassau Street New York City 












g, P-GAREBUILT WATCHES 


A complete line of Rebuilt ELGIN, WALTHAM and 
other American standard make watches in new cases. 
Hamilton—lIllinois—Howard—Elgin 21-J. RB. R. 
watches in original cases, at very low prices. Price list 
upon request. 

PLONSKY & GREENBERG 
76 Bowery Tel. DRy Dock 4-7563 New York City 
























THE PROTECTION RING GUARD 
. The Most Perfect Ring Guard Ever Made 


NO POINTS TO SCRATCH 
1 Doz. Ass’d on Card—14 Kt. Gold All Colors 
Pat. Feb. 20, 1917 Pat. Feb. 20, 1917 
Pat. May 25, 1920 Pat. May 25, 1920 
Method Patented Pat. No. 1712276 
May 7, 1929 


THE LION SAFETY PIN CLUTCH CO. 
20 West 22nd St., New York Or Jobber 











REEVE & MITCHELL CO. 


SINCE 1898 
NON-TARNISHING 


FLANNEL BAGS and ROLLS 


Pa. 


L110 Sansom Street Philadelphia, 





EXPERT WATCH REPAIRING 
for the trade 


Guaranteed; prices very reasonable; prompt delivery; out of town 
work given special attention; send for our price list. 


H. IZZET & CO. 


154 NASSAU ST. NEW YORK 


Beekman 3-0396 














DISEASES OF THE EYE 


By Charles H. May, M.D., New York. For students and 
general practitioners, with 377 original illustrations, in- 
cluding 22 plates with 71 colored figures. Eleventh 
edition, revised. Cloth, 440 pages. Price, $4.00. 


THE OPTICAL JOURNAL & REVIEW 
239 WEST 39TH STREET, NEW YORK 
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Makes your White Gold Jewelry 
look like platinum; applied easily, 
quickly and cheaply. 

Ask for free circular F. 


Jewelers Technical Advice Co. 
22 Albanv St. New York City. 
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Certificates Granted for Certified and Junior 
Watchmakers 


WasHINGTON, D. C., Jan. 15.—At a meeting of the 
Examining Board of the Horological Institute of America 
held Jan. 4, watchmakers’ certificates were granted as 
follows: 

CERTIFIED WATCHMAKERS 


F. W. Axlund, O. A. Hesla Co., Prescott, Ariz.; Fred 
Evanoff, Wm. L. Dupen, Sacramento, Cal.; George 
Dewey Foy, Joseph Kern, Wilmington, Del.; Gilbert 
Theodore Humphreyville, R. D. Lewis, Spartanburg, 
S. C.; Morris Klein, Morris Klein, Aliquippa, Pa. ; Wil- 
mer L. Oliver, J. M. McEntree & Sons, Muskogee, 
Okla.; D. Russell Reed, Louis Yaseen, Chicago Heights, 
Ill.; J. P. Schilling, J. P. Schilling, Farmer City, Ill. 


Junior WATCHMAKERS 


Dick Homer Bergsma, student at Elgin School, Hospers, 
Iowa; Clarence Martin Engelbert, student at Bowman 
School, Lancaster, Pa.; Edwin Charles Fike, student at 
Bowman School, Rome, N. Y.; Irvin McKinley Fortney, 
student at Bowman School, Confluence, Pa.; Jacob R. 
Hashey, student at Bowman School, Manheim, Pa.; 
Mathias L. Hoffman, student at Bowman School, Lan- 
caster, Pa.; H. K. Pyott, W. R. Adams, Sparks, Nev. 





Medals and Official Badges for Olympic 
Winter Sports 


The medals and official badges for the Olympic winter 
sports at Lake Placid, N. Y., this year were designed and 
made by the Robbins Co., Attleboro, Mass. The award 
medallion given to the winners of the various events is 
made of solid silver gold plated, solid silver and bronze, 
while the commemorative medallion is presented to every 
contestant who enters as well as the judges and others. 
On the obverse of the former appears the Adirondack 
mountain range showing a scene near the locality where 
the games are held while the commemorative medallion 
is designed along geometric or so-called modernistic lines. 





George Washington Bi-Centennial Giving 
Prominence to Colonial Silverware 


The George Washington Bi-Centennial, which is about 
to be celebrated, has given prominence to Washington 
silver and incidentally to the silver of the late Colonial 
period and first years of our nation, including that of 
Paul Revere, the famous patriot. Among the first firms 
to reproduce a number of the more notable works of 
Revere was the Tuttle Silver Co., Boston, Mass., which 
has specialized in period silver for many years. Among 
these Revere reproductions of which they are now stress- 
ing is the famous “Sons of Liberty” bowl made by Revere, 
the original of which was ordered by the 15 sons of Lib- 
erty whose names encircle the rim. The original is now 
on’ exhibition at the Metropolitan Museum of Art. 





Jewelry valued at $15,000 was taken from the store 
of Sal Salavin, Paterson, N. J., by safecrackers who 
gained entrance through a small rear window. The gems 
were covered by insurance. 
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JEWELERS in every 
part of the U. S. A. send us 
their Old Jewelry........ 
We solicit your shipment. 


SPYCO 


SMELTING & REFINING CO. 
MINNEAPOLIS, MINN. 














> REPAIRING < 


MESH BAGS, LEATHER BAGS 
BEAD BAGS, FANCY BAGS 


HINGES, TASSELS, MIRRORS, FRAMES, LININGS, 
SNAPS, ETC. 


> PLATING < 


GOLD—SILVER—PLATINUM 
CHROMIUM 
Baby Shoes Metalized 


Operating one of the largest shops in the middle west. 
Specializing in repairing and plating of jewelry, silver- 
ware, bags and art metalware enables us to guarantee 
the immediate and perfect execution of your work. A 
quarter century of successful experience aided by the 
latest complete mechanical equipment assures low cost, 
dependable service and your entire satisfaction with 


PSILVERWARE4 | 


REPAIRED, POLISHED, PLATED, LACQUERED 


SWARTZ & CO. | 














THE SILVERSMITHS BLDG. 
10 S. WABASH AVE., CHICAGO | 
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Special Notices 


Payable invariably in advance. 

Rates under all headings except 
“Situations wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 

SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 

Heavy type, $3.00 for first 25 words. 
Additional words, 10c. a word. 

Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 

If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 

Advertising matter addressed _ to 
Classified advertisers will not be de- 
livered. 

Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 

Special notice forms close 20th of 
month. 

Unless the advertiser instructs us to 
publish his name and address, all answers 
will be directed care The Jewelers’ 
Circular. 

In answering ads, do not enclose origi- 
nal letters of recommendations, send 
duplicates. 

To avoid unnecessary correspondence 
mention your location in the advertise- 
ment. 


Jewelers Publishing Corporation 
Main Office, 239 W. 39th St., N. Y. 


MBean Ss 


Situations Wanted. 


Under this heading, 75c. for first 
25 words, 5c. for each additional 
word ; minimum charge, 75c. 











STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished, no charge. 
Fulton Agency, 93 Nassau St., Cort 
7392, New York. 








ENGRAVER and diamond setter on plati- 
num and white gold; experience; Span- 
ish. Address “A. H.,” 208 W. 85th St., 
Apt. 3-E, New York. 





A-1 WATCHMAKER wants steady posi- 
tion; 25 years’ experience on high grade 
Swiss and American watches. Address 
“B., 7409,” care Jewelers’ Circular. 





WATCHMAKER, German, 14 years’ ex- 
perience on fine repairing desires per- 
manent position. Address “S., 7283,” 
care Jewelers’ Circular. 


FIRST CLASS jewelry salesman wants 
permanent position with reliable firm; 
A-1 references. Address “J., 7273,” care 
Jewelers’ Circular. 


YOUNG MAN, 18 years, four years’ office 
experience ; good typist; excellent refer- 
ence. Address “F., 7327,” care Jewelers’ 
Circular. 


MATERIAL MAN with managing experi- 
ence, wants position; married, age 34; 
16 years’ experience. Address “B., 
7360,” care Jewelers’ Circular. 














COMBINATION MAN, jeweler, engraver, 
clock and watchmaker, American, 20 
years’ experience; best references. Ad- 
—— “K., 7375,” care Jewelers’ Cir- 
cular. 





SILVERSMITH, commercial or hand 
wrought work from design; making 
change, anywhere; over 25 years’ ex- 
perience. Address “Y., 7393,’ care 
Jewelers’ Circular. 


SALESMAN, well acquainted Fifth 
Avenue and the better stores in New 
York City, desires high grade line of 
jewelry or 14 K novelty line. Address 
“C., 7395,” care Jewelers’ Circular. 


SALBSMAN, 20 years Northern territory, 
has following and good standing, de- 
sires high grade jewelry or gold novelty 
line; best references. Address “A.,, 
7394,” care Jewelers’ Circular. 











A-1 WATCHMAKER, plain engraver and 
stone setter, married, needs work badly ; 
mountainous country preferred; will go 
anywhere; A-1 references. Address “F., 
7370,” care Jewelers’ Circular. 





A-1 WATCHMAKER desires position; 
can do clock and light jewelry repair- 
ing; 10 years’ experience on all high 
grade work; best reference. Address 
“N., 7379,” care Jewelers’ Circular. 


WATCHMAKER, German, 28, 14 years’ 
experience, capable of doing first class 
repair work and close timing; full set 
of tools; desires position. August 
Bockl, 416 Himrod St., Brooklyn, N. Y. 


ENGRAVER AND WATCHMAKER, 20 
years’ experience, thoroughly capable in 
both lines of work; best references. 
Address “Z., 7288.” care Jewelers’ Cir- 
cular. 


A 1 WATCHMAKER, JEWELER and 
clock repairman, desires a permanent 
place; A 1 reference; 20 years’ experi- 
ence. W. E. Kinser, 1919 Union Ave., 
Altoona, Pa. 


A 1 WATCHMAKER and mechanic, ex- 
pert on high-grade good American and 
Swiss complicated watches; reference. 
Address “M., 7277,” care Jewelers’ Cir- 
cular. 


PAWNBROKER AND SALESMAN, mid- 
dle-aged, married man, 10 years’ ex- 
perience, wishes position anywhere; A-1 
references. Address “A., 7265,” care 
Jewelers’ Circular. 


DIAMOND SALESMAN, loose diamonds, 
good producer with large following, 
wishes to connect with diamond im- 
porter; best reference. Address “R., 
7281,” care Jewelers’ Circular. 


POSITION WANTED by young man, 
single; good all around watch, clock 
and jewelry repairer ; high school gradu- 
oo Rodger R. Avery, Hartford, Ala- 
bama. 


SALESMAN, now selling high grade ster- 
ling line, seeks factory line on commis- 
sion, New York City, East and Middle 
West. Address “Y., 7355,” care Jewel- 
ers’ Circular. 





























SALESMAN would like factory line on 
commission; sterling, plate or kindred 
line for the jewelers, East and Middle 
West. Address “Z., 7356,” care Jewel- 
ers’ Circular. 


SALESMAN, well known, wishes to make 
new connections with sterling silver 
concern, high grade only; Middle West 
and the East. Address ‘“X., 7354,” care 
Jewelers’ Circular. 


HEAD WATCHMAKER, active, reliable, 
to take care of difficult jobs such as 
repairs that insist on coming back; on 
percentage basis. Address “L., 7341,” 
care Jewelers’ Circular. 











A-1 WATCHMAKER, 17 years’ experi- 
ence on high grade watches, desires 
permanent position; can furnish best 
references. A. Kleinberg, 333 .Roebling 
St., Brooklyn, N. Y. 


WATCHMAKER, single, middle age, well 
recommended, of good habits, neat ap- 
pearance, wants position: does only 
watchwork; South preferred. Address 
“B., 7364,” care Jewelers’ Circular. 





WATCHMAKER, 30 years old and mar- 
ried, eight years at bench and waiting 
on trade, would like steady position ; 
best of references. Address M. W. 
Jacobson, Dows, Iowa. 


HIGH GRADE WATCHMAKER desires 
position in good store; can do plain en- 
graving and some jewelry work if 
necessary. Address “H., 7329,” care 
Jewelers’ Circular. 





JEWELER AND DIAMOND SETTER, 
good all-around man for shop; some 
experience in watch work and engrav- 

ing; store preferred. Address “H., 

7200,” care Jewelers” Circular. 








WATCHMAKER, age 39, skilled mechanic, 
neat and reliable, 15 years’ store ex- 
perience; moderate salary. Address 
“Watchmaker,” 1071 East 14th St., 
Brooklyn, N. Y. 





BOOKKEEPER, SECRETARY, over 10 
years’ experience, diamond office, com- 


lete charge; best references. Miss F. 
on, 108 E, 38th St., Apartment 409, 
New York. Telephone Lexington 2-6050, 





SALESMAN SEEKING LINE for New 
York City; also have following with out 
of town jewelers; can furnish excel- 
lent references. Address “A., 7317,” 
care Jewelers’ Circular. 








WATCHMAKER, 18 years’ experience, 
wishes position either salary or com- 
mission ; good reference. Address 
“Watchmaker,” 45 Saint George St., 
Saint Augustine, Florida. 





YOUNG LADY, eight years’ experience 
in jobbing jewelry line, desires position 
as order and repair clerk; A-1 refer- 
ences. Address “G., 7401,” care Jewel- 
ers’ Circular. 





SALESMAN desires permanent connection 
with retail store; South preferred; age 
31, married; thoroughly capable; best 
of reference. ‘‘Permanent, 7404,” care 
Jewelers’ Circular. 





BOOKKEEPER, TYPIST, young lady, 11 
years’ experience jewelry line, complete 
charge of office; best references ; moder- 
ate salary. Dorothy Sklar, 894 Eagle 
Ave., Bronx, N. Y. 





AVAILABLE, A GO-GETTER, one who 
understands the installment business 
thoroughly ; store management; credits, 


collections. What have you to offer? 
Address “K., 7338,’ care Jewelers’ Cir- 
cular. 





EXPERIENCED SALESMAN, | install- 
ment, all around man, can build dis- 
plays, dress windows, paint showcards ; 
highest references available; thank 
you. Address “D., 7366,” care Jewelers’ 
Circular. 


BOOKKEEPER AND STENOGRAPHER, 
over 10 years’ experience jewelry. line; 
thorough knowledge all detail work; 
capable taking charge; references. Ad- 
dress “V., 7353,” care Jewelers’ Cir- 
cular. 


SALESMAN wishes to represent factory 
line, sterling flatware, hollowware or 
novelties; well known to the best jewel- 
ers in the East and Middle West. Ad- 
— “W., 7357,” care Jewelers’ Cir- 
cular. 











SALESMAN with many years’ experience 
and a splendid following in the Middle 
West amongst better rated jewelers, 
seeks connections with reliable concern. 
— “M., 7343,” care Jewelers’ Cir- 
cular. 


CAPABLE YOUNG MAN desires per- 
manent position as watchmaker; hard 
worker; will start for $15 per week; 
excellent references. Address “B., 
7266,” care Jewelers’ Circular. 


YOUNG GIRL desires position as clerical 
worker; five years’ experience; finest 
references. Miss Minnie Apoldo, 2280 
Bathgate Ave., Bronx, New York. Tele- 
phone Sedgwick 3-8737. 


DESIGNER, all around man on platinum, 
gold, silver, rhinestone, stamped jewelry, 
vanity cases; worked in Germany, 
Paris, New York. Address “G. H., 
7296,” care Jewelers’ Circular. 


YOUNG LADY, eight years’ wholesale 
experience taking complete charge of 
office, including stock records, book- 
keeping and _  stenography; excellent 
references. Address “G., 7147,” care 
Jewelers’ Circular. 


COMBINATION MAN, age 31, married, 
first class watchmaker, eweler, stone- 
setter, plain engraver, desires perma- 
nent connection with reliable firm; ref- 
erences. Address “F., 7162,’ care Jewel- 
ers’ Circular. 


WATCHMAKER, 26 years’ experience, 
age 42, capable of doing first class re- 
pair work, estimating, desires position, 
state of New York or adjacent states. 
Otto Seely, 918 Faile St., Bronx, New 
York City. 


BOOKKEEPER, STENOGRAPHER, 
young lady capable taking full charge; 
seven years’ experience in jewelry line; 
moderate salary; highest credentials. 
—— “A., 7408,” care Jewelers’ Cir- 
cular. 
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Maybe— 


Maybe 


Maybe 


Maybe 
Maybe 


Maybe 


the foundation is being completed for a new era of safe, sane and 
substantial industrial activity. 


people are shaking themselves free from that plague of unreason- 
able fear which has for so long been smashing courage, confidence 
and values. 


the recovery will be sooner and quicker than most of us anticipate. 


the most powerful human Dam of Desire the world has ever known 
will burst open and pour millions upon millions of restless, buying 
dollars into our markets. 


we are fools to express even a remote hope that any of these things 
may become true, but at any rate 


We Do Know— 


We Do 


We Do 


We Do 


We Do 


We Do 


We Do 


Know that problems created by man’s errors can be corrected by 
man’s experience and wisdom. 


Know that human nature is ever restless, that dollars are even 
more so, that home closets and shop shelves are light in things that 
people need and use every day, that our needs and wants are mount- 
ing ever higher and higher. 


Know that the wealth of this country of ours has been recently 
estimated at 350 billions of dollars, the greatest National Wealth 
Ever Known. 


Know that there is idling in the Savings Banks of this country of 
ours over 30 billions of dollars belonging to millions of people who 
have long enjoyed a wholesome standard of living. 


Know that money is nothing more than a lubricating oil to keep 
running smoothly the great machine of industry upon which we all 
depend for wages and needs and enjoyments. 


Know that five billions of these savings, or less than one-sixth of 
the amount lying in these savings banks, if put into motion today 
would start the great wheels of industry a’whirring, would re- 
employ millions of people, would produce things we need and want, 
would bring sane, normal, wholesome times back again. 


SO we of THE JEWELERS’ CIRCULAR organization are not going to be caught 


napping at what may prove to be the Opportunity of a Life Time. 


Therefore we are planning to invest more energy, more careful study, more 


enthusiasm and more dollars in our publication during 1932 than 
ever before, and we are soundly convinced that this investment will 
enable us to render a still greater service to the entire jewelry and 


allied industries. 
gi 


President 
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Large Material and Supply House 
Opens a Branch in New York City 


As a milestone of a career of 62 
years, Swartchild & Co., one of the 
largest watchmakers’ and_ jewelers’ 
supply houses have opened a _ com- 
plete sales and stockroom in New York 
city, occupying the entire third floor in 
the new Bond building, 31 W. 47th St. 
They carry in New York city for imme- 
diate delivery the same tremendous vol- 
ume and variety of merchandise as they 
maintain in their Chicago store and are 
prepared to make immediate shipments 
of everything that is needed by watch- 
makers, jewelers, engravers and opti- 
cians. 

Swartchild & Co., ever since they have 
been established in 1870, have had the 
enviable reputation of giving unexcelled 
service and at all times extending the 
most courteous treatment to their thou- 
sands of customers. Their New York 
establishment is up-to-date in every way, 
having the most modern facilities and 
methods for handling orders, and their 
years of experience in Chicago and the 
fact that they are duplicating their stocks 
of merchandise, methods, etc., in their 
New York store assure the customers who 
buy from their New York store the same 
great satisfaction and service as Swart- 
child & Co. have always rendered. 


The organization in New York is also 
patterned after their Chicago store. Each 
department is supervised by a Swart- 
child-trained expert, which to every cus- 
tomer is an assurance of accuracy and 
promptness in the execution of all orders. 
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The company has the national repu- 
tation of giving a complete and excel- 
lent service and they will maintain this 
service in both their New York and Chi- 
cago stores. 





Imports and Exports of Watches 


WasuincrTon, D. C., Jan. 22.—Imports 
of watches during November according 
to the latest statistics compiled by the 
Bureau of Foreign and Domestic Com- 
merce amounted in all to $308,447, while 
the value of parts of watches brought in 
during the same month amounted to $40,- 
714. The value of jewels imported was 
$22,559. Practically all of these imports 
came from Switzerland. 

Exports of watches without jewels 
during the month amounted to $2,203 of 
which the largest amount $1,144 went to 
the Union of South Africa. Exports of 
jeweled watches amounted to $11,675, 
our largest customers being Canada 
which took $4,463, Japan, $3,657 and the 
Philippine Islands, $2,449. 

Parts of watches exported during 
November amounted to $22,728 of which 
$16,005 went to Canada. 


Edward L. Gowen 


PROVIDENCE, Jan. 12. — Edward L. 
Gowen, treasurer of the R. & G. Coa.,, 
well-known Attleboro manufacturing 
concern, died at his home, 228 County 
St., that city, on Jan. 8. He was 64 years 
old. Funeral was held Jan. 10 from the 
late home. 

He is survived by his widow and a 
son, Horace. 
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